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‘Agency Man X’ 
Takes Off Mask; 
It's Walter Weir 


Experience Instructive, 
but Embarrassing, Too, 
Agency Head Discloses 


New YorK—“Agency Man X”’ is 
Walter Weir, president of the New 
York agency bearing his name. The 
client for whom he picked agen- 
cies still can’t be identified, al- 
though the name of the multi-mil- 
lion dollar advertiser can scarcely 
be called a secret. 

Now that the accounts have been 
assigned, ADVERTISING AGE—which 
kept the identity of the agency 
man and his client secret during 
presentations to prevent them 
from being swarmed by business- 
seeking agencies, now feels free to 
tell the story. Agency men who 
have read the series have ex- 
pressed great interest in the ex- 
periment. 

Weir, of course, was in an anom- 
alous position; acting as advertis- 
ing manager of the account, he was 
in effect his own client. 

In its Aug. 22 issue, AA pub- 
lished the reactions of one of the 
agencies that unsuccessfully com- 
peted for the account in its deal- 
ings with Mr. Weir, and last week 
it felt it only fair that it get Mr. 
Weir’s side of the story. 


s Weir said he would describe 
the experience as “instructive, il- 
luminating, disillusioning and de- 
cidedly embarrassing.” When 
pressed for details, he said it was 
instructive insofar as it revealed 
to him the decided need for some 
more reliable method of agency 
solicitation and selection than now 
exists. 

“When I was first called into 
the situation,” he said, “some in- 
vitations had already been ex- 
tended and these, by and large, re- 
sulted in a number of agencies 
appearing with speculative copy. 
Since I do not see how an agency 
can possibly be expected to sub- 
mit copy recommendations with- 
out a thorough knowledge of the 
problem involved—even on what 
may appear so problem-less a 
product as a whisky or a cigaret— 
I mmediately called a halt to all 
id-a submission and asked simply 
thit the agencies submit their 
an wers to a simple list of ques- 
ticis. These were substantially 
th questions you published last 
Week, 


& ‘The experience was illuminat- 
in insofar as question No. 4 on 
th list was concerned,” Mr. Weir 
sod. “That question asked what 
a urances the soliciting agency 
Cculd give that the recommenda- 
tons it would make, if appointed, 
‘ould produce positive results. 
[ espite the existence of known re- 
S-arch methods to serve this pur- 
bose, a number of the agencies 
hot only seemed unable to answer 
this question but told me that, as 
a advertising man myself, I must 
Certainly know it was unanswer- 
(Continued on Page 50) 
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SERVICE 


If your rads gets its mgnels crossed or calle 


gives He'll tackle your faving set with Sytvame 
test equipment scout for, repew. tedden 
feults He will f needed. replace tubes with 


SIGN OF 
DEPENDAKLE 
RADIO SERVICE 


SYLVANIA RADIO TUBES i 


PRODUCT OF STYLVANIA ELECTRIC PRODUCTS 


SERVICE—The radio division of Sylvania 
Electric Products, Inc., will run a series 
of cartoon-illustrated ads backing the 
radio service man from September through 
December. Copy, prepared by Newell-Em- 
mett Co., will appear in Collier's, Life, 
Radio & Television Best and The Satur- 
day Evening Post, supplemented by point- 
of-sale material supplied te service deal- 
ers in kit form. 


Mail Order Net 
Initiates F irst 
Program on WOR 


New Orleans Probably 
Next Market, Says Kaye; 
30 Stations Signed 


New YorK—Mail Order Net- 
work will begin its first pro- 
gramming tonight (Aug. 29) on 
WOR’s all-night show, “Big Joe’s 
Happiness Club.” 

This constitutes the first formal 
announcement of a station affilia- 
tion with the new network, which 
offers its outlets a choice of pay- 
ment on a per inquiry or time ba- 
sis. 

Harold Kaye, president of Mail 
Order, said programming will start 
in another market, probably New 
Orleans, on Sept. 5. With applica- 
tions from more than 100 stations, 
he has signed contracts with 30— 
five of which are 50,000 watters, 
Mr. Kaye claimed. 

Emphasizing that Mail Order 
will work through advertising 
agencies, he said about 70 dif- 
ferent products have been sub- 
mitted for use. Mail Order Net- 

(Continued on Page 8) 
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Lots of admen doing it. 
See ‘Getting Personal,’ 
Page 16. Other features: 
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ANAN Gives Up; 
Mounting Costs 
Get Major Blame 


Liquidation Will Be 
Completed by Dec. 31; 
Members Share Expense 


New YorK—American Newspa- 
per Advertising Network last week 
announced its dissolution as of 
Dec. 31 and gave up the struggle 
after nearly three years of opera- 
tion. 

Now staffed with 38 people, in- 
cluding ten salesmen, in three 
cities, ANAN will dismiss its em- 
ployes gradually as the liquida- 
tion goes on until Dec. 31. Some 
50 products will be advertised on 
the network well into next year, 
but ANAN is accepting no more 
contracts and agencies will not be 
billed, nor orders forwarded, after 
Sept. 30. The individual newspa- 
pers will discharge contractual re- 
sponsibilities after the end of the 
year. Expenses of liquidation will 
be prorated among members. 


a What really caused the ANAN 
demise? The announcement said 
increased costs of newspaper pub- 
lishing, which included—for 
ANAN members—continuity dis- 
counts, service fees and sales com- 
missions. Newspaper men had ar- 
gued ANAN lacked flexibility, and 
representatives had insisted ANAN 
was not bringing in new business 
to newspapers, but was merely 
selling accustomed newspaper us- 
ers—at a lower rate. 

ANAN officials dismissed the 
charge of inflexibility as having 
no bearing on the matter. In dis- 
cussing the announcement, Edward 
D. Madden, executive vice-pres- 
ident, said he felt “it was one of 
the most honest and straightfor- 
ward statements of its kind he had 
ever seen.’”’ And he reemphasized 
that the terrific increases in costs 

(Continued on Page 47) 
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Giveaway Court Test 
to Start This Week 


TEST—General Foods is launching Post's 
Krinkles, a new rice cereal, with exten- 
sive sampling in four test markets, with 
more to be added shortly. Newspapers 
and spot radio are being used, although 
promotion varies with the market. Foote, 
Cone & Belding is the agency. 


RCA to Show 
New Color Video 
System to FCC 


WASHINGTON—RCA surprised the 
Federal Communications Commis- 
sion Thursday by announcing that 
it has a new all-electronic color 
television system which can be 
adopted without any changes in 
present transmission standards. 

RCA Vice-President C. B. Joll- 
iffe said the system is the “fruit 
of years of research and develop- 
ment” and that it will be avail- 
able for testing in Washington im- 

(Continued on Page 47) 


Last Minute News Flashes 
McKee & Albright Adds Two Publicker Whiskies 


PHILADELPHIA—McKee & Albright, 


which handles Olid Treasure 


whisky, will add two more Publicker Industries’ brands Sept. 1: Rit- 
tenhouse, formerly handled by Al Paul Lefton Co., and Diplomat 
whisky, a former Walter Weir Inc. account. Lefton retains Philadel- 
phia and Charter Oak whiskies, as well as Dixie Belle gin, while J. 
D. Tarcher & Co. will continue to place advertising of Kinsey whisky. 
The Weir agency, which handles the Haller brand, is taking over Old 
Hickory whisky (a Tarcher account) in the Publicker multi-agency 
shift, while Cecil & Presbrey will handle Old Classic whisky, formerly 


directed by Lefton (AA, Aug. 15). 


Starts Pacific Coast Sales of Jentle Suds 

PASADENA, CAL.—Distribution of a new detergent, Jentle Suds, has 
been started on the West Coast by Lever Brothers Co. of California, 
which describes itself as “U. S. Citizens” and “Not connected with 


Lever Brothers Co. of Cambridge, 


Mass.” Newspaper advertising is 


planned for the 15-ounce package, which is fair traded at 27¢. 


United Wallpaper Schedules Fall Ad Campaign 


Cuicaco—Fall advertising promotions boosting products of United 
Wallpaper Inc. and its affiliated divisions will open in September. 
Varlar, Inc., Nancy Warren Wallpaper division and United Wallpaper 
products will use magazines, while Trimz Co. Inc. will use newspa- 
pers and point-of-sale material in a series of local efforts. Ruthrauff 


& Ryan directs the account. 


(Additional News Flashes on Page 51) 


CBS Backs Legal Fight; 
‘Gambling’ Shows are 
Chief Target, Fly Says 


New YorkK—American Broad- 
casting Co. probably will instigate 
court proceedings to test legality 
of the Federal Communications 
Commission’s ban on giveaways 
today (Aug. 29) or tomorrow. Ac- 
tion is to be filed in New York or 
Washington federal court. 

ABC, with approximately $150,- 
000 in weekly radio and video time 
billings at stake, has spearheaded 
the industry’s opposition to the 
FCC’s rule, which classifies many 
prize programs as lotteries. After 
Oct. 1 compliance with this ruling 
will be required of applicants for 
new station licenses and old sta- 
tion license renewals. 

Columbia Broadcasting System, 
meanwhile, has announced that it 
will “join other broadcasters in 
seeking judicial review” of the 
drastic FCC action, which could 
conceivably affect as many as 40 
network AM and TV shows. 


ws In the Columbia announcement 
Frank Stanton, network president, 
pointed out that CBS has only two 
sponsored programs which appear 
to be affected (“Hit the Jackpot,” 
for DeSoto and Plymouth, and 
“Sing It Again,” which Arrid will 
sponsor in the fall). He added: 

“The programs which CBS 
broadcasts do not violate the law 
relating to lotteries and gift enter- 
prises. This has been the uniform 
opinion of our counsel, which is 
supported by numerous decided 

(Continued on Page 51) 


Pepsodent Division 
Appoints Sandberg 
as Advertising V. P. 


Cuicaco—John V. Sandberg, ad- 
vertising and sales promotion man- 
ager of Kraft Foods Co., will join 
the Pepsodent di- 
vision of Lever 
Brothers Co. as 
vice-president in 
charge of adver- 
tising on Sept. 15. 

The company’s 
decision to ap- 
point Mr. Sand- 
berg to the newly 
created position 
of advertising 
vice-president 
does not affect 
the present staff of Pepsodent’s 
advertising department, headed by 
Frank R. Brodsky, director of ad- 
vertising. Tad Jeffery and W. J. 
Luedke are expected to continue 
with the ad staff. 

Before joining Kraft, Mr. Sand- 
berg had been assistant advertis- 
ing manager of Swift & Co., leaving 
in 1941 for service in the Marine 
Corps. He was appointed assistant 
director of advertising for Kraft 
in 1946, and was named advertis- 
ing and sales promotion manager 
in September last year. 


John Sandberg 
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Issues Direct Mail Manual 


National Research Bureau, Chi- 
cago, has published the “NRB 
Direct Mail Manual,” which gives 
the tested methods and procedures 
that have made mailing pieces suc- 
cessful. The manual contains 14 
sections on direct mail advertis- 
ing, each written by an authority 
on a particular phase of direct 
mail advertising. The manual is 
available at $25 a copy. 


Plans Cotfee Campaign 

Baker Importing Co., New York, 
division of Hygrade Food Products 
Corp., will launch a newspaper 
campaign next month for Barring- 
ton Hall pure instant coffee. No 
date has been set for the first in- 
sertion. Doyle, Dane, Bernbach, 
New York, handles the account. 


Fight for ABC 
Directorships 
Gets Under Way 


Two Named for Wyman’s 


Spot; Some Opposition 
to Fahrendorf Likely 


New YorK—Vigorous competi- 
tion among candidates has de- 
veloped during the past few weeks 
for twe of the 14 positions that 
are to be filled on the board of 


Worlds Leading Magazine 
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directors of the Audit Bureau of 
Circulations, which will hold its 
annual meeting Oct. 20-21 at the 
Drake Hotel, Chicago. 

Friends of competing candidates 
are busy soliciting proxies for the 
election of a director to represent 
magazines and for a director to 
represent business papers. 

No unusual activity has mani- 
fested itself in other categories 
of the ABC board. In addition to 
directors to represent magazines 
and business papers, directors to 
be elected include six advertising 
representatives, three newspaper 
representatives, two advertising 
agency representatives and a farm 
paper representative. 


ws In the magazine field the in- 
cumbent director, Phillips Wy- 
man, vice-president of McCall 
Corp. and publisher of Redbook, 
will resign from the ABC board 
at the expiration of his present 
term this fall. 

Until last week, friends of three 
candidates for Mr. Wyman’s ABC 
directorship have been active in 


Weakling! | carry 70% of lowa’s families 
in the Des Moines Sunday Register 


Family coverage for 83 of Iowa's 99 counties ranges from 
50% to saturation—and it’s at least 25% in each of the 
others. Average for the state, 70%. 

And speaking of strength, the Des Moines Sunday Register 
ranks seventh among Sunday newspapers in general adver- 
tising linage. Only nine other cities have Sunday papers 
that match its 500,000 circulation. 

Yes, with the Des Moines Sunday Register, you blanket 
an urban market that outspends cities like Boston, Cleve- 


land, St. Louis. . 


Des Moines Sunday Register. 


. a farm market second to none. Total 
spending tops five billion a year! 
It’s all yours for a milline rate of only $1.66... 
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PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER anv [TRIBUNE 


ABC Circulation March 31, 1949: 
Daily, 368,165—Sunday, 513,001 


Basic Member American Newspaper Advertising Network 


soliciting proxies. R. E. Haig, vice- 
president and circulation director 
of all Hearst publications, with- 
drew as a candidate in a letter 
sent to about 80 of his supporters. 
Mr. Haig said that he will be un- 
able to do justice to the position 
because of the pressure of his own 
business and personal affairs. 

Friends of the remaining two 
candidates—W. H. Eaton, publisher 
of American Home, and Francis 
D. Pratt, circulation director of 
Time, Inc.—have intensified their 
proxy solicitation and are under- 
stood to be trying to obtain many 
of the votes that presumably 
would have been cast for Mr 
Haig. 


z Mr. Eaton told AA that while 
he is a candidate he is “not cam- 
paigning.” He said that while he 
is willing to serve the industry he 
is definitely not seeking the job. 
Mr. Pratt, who is on vacation, 
could not be reached for comment, 
but friends supporting his candi- 
dacy frankly admit they are so- 
liciting proxies. 

Two letters advocating Mr. 
Pratt’s candidacy went out, one 
dated June 28, the other Aug. 8. 
Those who signed the first. letter 
were J. J. Ackell, Barron’s; George 
T. Delacorte, Dell Publications; 
David Frederick, Harper’s Maga- 
zine; S. O. Shapiro, Look; L. W. 
Lane, Sunset; Anthony R. Gould. 
U. S. News & World Report; and 
Harry Strong, Ziff-Davis Publish- 
ing Co. 

The second letter was signed by 
Donald B. Snyder, Atlantic Month- 
ly; Harold Hall, America; Joseph 
W. Ferman, American Mercury; 
John E. Tillotson, Profitable Hob- 
bies; V. D. Angerman, Science & 
Mechanics; Harry E. Radcliffe, 
Nature; Gerard Piel, Scientific 
American; and H. L. Herbert, 
Standard Magazines. 

Mr. Gould is acting as secretary 
for the Pratt group. 


a In the business paper field, one 
of the incumbent ABC directors, 
P. M. Fahrendorf, a vice-president 
and director of the Chilton Co., is 
a candidate for reelection. At the 
Associated Business Publications 
convention in May, Mr. Fahren- 
dorf, then a vice-president of that 
organization, removed himself as 
a candidate for the presidency af- 
ter the convention passed a reso- 
lution disapproving audit of the 
free portion of business paper cir- 
culations by the ABC. Mr. Fahren- 
dorf had been one of the leaders 
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of the group favoring such an au. 
dit. 

Since May, the Chilton Co. ani! 
12 other publishers have with 
drawn from membership in th 
ABP, and it is generally believe: 
that a number of publishers op 
posed to audited occupationa| 
breakdowns of controlled portion 
of ABC papers are against Mr: 
Fahrendorf’s reelection to the 
ABC board. 

Proxies for an opposition candi- 
date reportedly are being solicitec, 
and while no candidate to oppose 
Mr. Fahrendorf has been namec, 
George M. Slocum, publisher of 
Automotive News, Detroit, has 
been mentioned as a possible nom- 
inee for the post. 

At least two letters soliciting 
proxies on Mr. Fahrendorf’s be- 
half have been sent out, with en- 
dorsements of about a dozen bus- 
iness paper publishers. 


a A number of publishers queried 
have refused to comment. Others 
made concise statements: 

James G. Lyne, president of 
Simmons-Boardman Publishing 
Co., and president of the ABP, 
said that his company had made 
no decision with respect to any 
candidate. 

At the McGraw-Hill Publishing 
Co., a spokesman said flatly that 
“McGraw-Hill definitely is not 
seeking proxies for anybody.” 

Harvey Conover, president of 
Conover-Mast Publications, said 
that he is supporting Mr. Fahren- 
dorf for reelection. 

John J. Whelan, general man- 
ager of the Haire Publishing Co., 
declared that the matter has not 
been discussed in his organiza- 
tion, that its proxies have not been 
solicited, and that it will cast its 
own vote for the candidate it be- 
lieves will represent the best in- 
terests of the industry. 

At Lebhar-Friedman Publica- 
tions, it was said that nothing had 
been'done about proxies and that 
nothing will until after Arnold D. 
Friedman, president of the com- 
pany, returns from his vacation in 
September. 


Parents’ Appoints Two 


Parents’ Institute, New York, 
has added Murry Berman and Mil- 
ton Long to the sales staff of Sen- 
ior Prom. Mr. Berman was for- 
merly with Girls & Teens’ Mer- 
chandiser and Fairchild Publica- 
tions. Mr. Long was previously ad- 
vertising manager of Screenland 
Unit. 
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BIAACOCTAMS 


Kansas City will receive its first television 


test pattern starting September lith... 


The BEST in programming October 16th 


@ Simultaneously with the broadcast of the 
first test pattern in Kansas City, The 
Kansas City Star, in co-operation with the 
Electrical Association and TV manu- 
facturers and distributors, opens a gigantic 
three-day TV demonstration in the 
Municipal Auditortum. This closed-circuit 
demonstration will show actual teie- 
vision pictures and acquaint the public 
with the latest and best in TV 
development and reception. 


Represented Nationally 
by 
EDW. PETRY & CO. 


Owned and Operated by 
THE KANSAS CITY STAR COMPANY 


pe NEM as a oF fs ae oe Pallas: Peo. eg “ee CS eee 
oo le ee ae a ee ee pot ae Nid i TY si ; * Bs in 35 
a ra So Pr a in ee pe a ee le ete =. ae ~ oa HP Pee ou ig shee : > “a Boe Be. ots ap 
Le ee wee! ee a. ae ee, a) ye eth i die X 2 pana Pa og =i ae Ee meas oS. sn wel i he i; * ee, io - e hat E> Sa ae. e 
5) aera: a. ie acai se? ale 7 pastel ote tea eae ee Nagy eee ee Na yo of Rete. eT Do te : . Pp a i eae Be at cee ee hee ie ey ae 
; Be Bes te beeen ete Pee ee Jy) oe ae ae eh aes pe Pisa. Jaeer wae ee sangre eo ee 
ee era > Sa Roti a a ag 4 Fa Ses is ys ce ey sige ee ee ae data 5. 
. ; $5, i ius el MM Tee a oe ee sg ae. ee She ia eae sg ee Seainty 2" - ' 
= 2, Tee gen meat : a ma ” me i ae = rat . 
. J 4 eles a Scene Gece nO te 2 eae ea pone hl ek ae ete eo " es = 
: ie i, aes YR act ae ge ck 
: : 1S Ds itil Sas, << i: =) Cie arte we Tk ee is 
| 2 F SS a aia ick lat i Tas a, by 3 os 
SR - 
| 
‘ 
ae : Bee generate ih Pe Rete ne a gps gee Pir ameter Sa: 
gi ss Na a en i ee si ie see Hee Bae Se 2 suet . 4 
ig ate mecca Sap ey See See a ae : : sae a , 
ee i eet ‘en eae rons Bi Se eters ba: 
eae s Bech ti Re aaa aes = its Spates # x sie 
Se Ba aes poe tee Rn eae ee ee Mine ce ne te 
i Be Sd pane Be a aoe Sa cea ic ma ts : 
Ba Ree es et ete be ee lg Re 
Pent pester ii isi 36 ae ie eS ie: ea oe 
isle aotearoa as “a Ree set ' tiara ee 
eS Ro Se mt ‘ Sa TR BEA Bis ne eco ge M 
es aS. ee sas a Bass Se Se y Speaes ot REESE oo tee cae ; 
eS : es es se Biss. bi aes a os Ee 
pe eae Pr ee asa oe es eee See ae i tee is ene ee - q 
ae ESCO OOO Pc ¥ sis Pap rts Figen oie ig ae Seca 4 
sa % Scene ee sta sa ssa ae sis isi Ti Spe se ; 
—_? a” i ae “— a. 
i SR Ree OE id wR EE GO Bee ER a Seg XB Re ER 
gene See oo Ss ca : eae Saige OR > SS ete a ata 
OT Ree 4 ts oe ee epee aeons: ne RA RN amg ee eet 
a Bea siden RRO aes eal ik i Pa ae FS eR en ene Bis er ee Seen ch. yee : 
er ee. me SS, a a me et (jal eur a pe ae ee ; 
eee a BO ae tem ag eet Pas SR aa eae et 5 RR ee 
dig Gagan RRS is s Pog tater Rha SR aie wr ae ” ee Re Er a urg Rg is * ae Sg ee Sate , 
= - Pani oe esti Senne De ee, aa Se a ‘ Re BR I os S a bo ie ig ST: Bae oon ieee 4 eee 
Penh See Pies, Sor eae LO EO ot Bey ie ag risa es ee bs Se oa 8g Pere Se ee es Fae es cate 
rae SRO OY aS es escent sol cts ce a ok eae gid. Rac oe: ee Ci Se iO NM ka Pa 2 aN Ste i 2 ie aS ae 
OE oS Ra eee Pe ISTE: fae * ages Be ed #, i gS Be la BORE. 4 Ses ead ig. ne ae nigh saat Sa Oe a a SE ee ae tj : 
Troe peat ect Rieter SS ee 4 in Oo ae, SE Ca, RE: px hee i SeenON spa A i es Mae ae ae A eae: Pa 
Ws See sin eg age ae ce : y ae ie pee ee Ba ti Pe etaragtf sae pO Ae: pie > ria . Panes ase tS oe 
oe Sigs BCS a arena ee ee i: or x ee gS, See tee bie ae cigs: ame gg ge 28 , Beet a SoS eae Boge i i a at 
Dees eo ee g iareg eM ee ete g g ETE thon, ac, , i aes , oo ier ae ape. SS eee 
pape Rae te . ‘ ag ee xg See Ee eect ge ae ee a tee iy Se sts CO a Ea : Fs ES, ete 2 
ee Mean Fn Br 3% a ae ee es Sis Siang Reaegee e e pis 4% ieee Ph, x cos ‘ ESPERO Le ote 
» 5 ee 3 a5. OR Re oe ee oe ie a’ Br rectly coe oP 2. ceca re cae eis sae 5 Se ge aa. +. Pa ee 3 ae OS ye See See as one ra 
bo too pnt AU epee oar pee ie ee sees exe be ad eats sa3% eae ee Oa a maa od 3. BSy 6 IR % 3 he at we TL Pea ag cee i Re a 
4, a Tr a coe uo hee pe eee es i 3 ee ri ie a Lect RRR Ee yer yee 
‘ iS es PR ae Ns i aa % 3 od , Sees q Sy ae 3 . ae : * cr ren , pa eX 
Be hs - BK Bae en dine mes ih coer PPS » gal See eS Co biel ie ORR Hi) tek es Pe : eet eae 
Bei gSta ky Sa ana Et te geal ce ee eee ee sad g eA Ta Bete: $3 ae eo ee. Secs ; 
Oi eR ll tS epee ppeneces panini a pagans. ee, , ied Shen ox x0 r poate ae He 3 a Fae SRES - 
OE 2 SMR ik “TS Se * RM Tee eee 8g RE Bae Be Mig Fe. f F bs Sea 5 56s) > ere i 0) ae ae “tl Le 2 pains tien 
ET thas Sa a apie ene ae og Tt) ) eae = b See AE EE ARES oe Re ee it ae os 1 oe ao om 
xe Re Re ee, ~ ayer ei Re Bec hs $F Soe ~, Shes i: po i) 3 he a tie. * fa Ce ee ce Ne 
eee a Be ect es sommes PEtHiTT i MEE ee ot mee sss . we apes «<9 Se SER ate oe ibe > gk eee: SC ES ; 
wee thas tans ee ae % Rees mee Z $3588 Bit Ee ee Be pe r $3 ey cs Pai ase pe “ See 23 Age HH an 3%. Repay r pia ac i j 
een ee ee - Wa ee Ri a ot 6 a he oe ' 
Seer Fe vy unk 8 2 Pag eae So. roe. ig me AGES Rape ee pis eames ts) Oe wre Le we 2} aaa Mis i: 4 i i aa 
sets paula ee Me av st eS i BM 2 gee st 2 eg # : oa eh POS os Ree 3 : on sa Prot? “e ae ot tgs: ga fa 8 Mipeis on 
i ae PPR yee ate S ghpoors oe EE ag Sf aee Smear SE ae” 2 i, MO cs 4 . eae baie BS en for he oon i ¥ . 
eS a POS ise eg qe omnes bes Bo Pegs ie. y pee, pret Sera 7% 4 _ -_ ae Soe i ed ae tee x Seek # oe 
the ae boeanes ee wetien de wet. Spams 4. eee Page aoe : Be a RS aca eee 
L oii, is eet EN fo chy Dist. ie met. lk eee Oe lg 
® Pa ae ya ee . eiaersereiag Reo cise oes : os se xe 8 sie i” wight: a Me ae ne Babine oR ee 
Bi ee ee eee cae ot) Bis: cg - Ne ii ee ee kw 
} a Mc Sern ee ON Rigen penne”. ae s BRS PS oe 1 aii one, ae bee : ie Soe See ce ee hs m : 5 ROE ss ioe ca 
ee ae RD eee a i: oo rea Bc — eee a ee OT pg cae 
x J Cog te RE tte ak Be a ne nae ncaa he i” : spine, amas a y epee ey Sigh > Re at 
Bikes Sc: Rte esa RT aaa i eee . ee gt ae ie, e Bi an Recon he oe i eae 
Bees <: ee tats ee ee Bema oe ot 5 » a RC ee, Se Peg 4 i ae ae ES” oleae! 
Pe jae : i crete cae MEP ae 
eta et EP, PO Mia re Se Bee eR “tt ps see RES moe oy : iS ees eRe E ee Po eee Spat ! 
i, a 5 ee ak Bs RR en scale ee ae Ores, : me ee * ae - ste re Se ce matte aes GP x 
re see ge ie nig ‘time : a elt in ee oe ee Pee re repre igi 3: Scere Re ae eee we Te nee ey as 
eo Rae gee Pancras. stages BP ae ae. cae oe eee ba ee PE aa Ma A eee FR age 
~ ge a i ie en gee ae | 
~ i ae we 8 Bs : Nenng ue aice Shek 8 5 Who eae : — a Mint ee ee i? Bate Bi Mee : 
on Bg GS % y . 3 Siac , See : x a ; SB Co ee Bee tiie Pe 
oe ee ; Se rr aa Sb ak eae FR ss Ree eae . Pe ae dy Bee A at By = c oe Sie 2S 
“a BP i. 4 neh Rg rere psi hes apa Cone entice nas. bean rae paSoncnsib ne ge sc ‘ sei ‘ * ee ~ 
a ies a age Sy ge Ne MET we Boe TEM Mn erat ak eo — 
oo ee RE” & gets ee ee Me See Fe cg ae ee x Pg ek caaaee ao, OO K TO Tea eR ‘tna. * art ics ie ae pe . 
<a Mee ited ae pice oes eee ae $ Pig Bees ye roe iad _ EE ea Pos. Oe. a ae ae ok es ms e Peay , ’ 
cote. i's ee ae ee ee ee 8 eet ee 
ee ¢ ys pene bs Mat a tog et © soil pes ae ly, ESF oe calla. SS Lancet OS AI Sse ' 
Le re gee ee s Pea es. ie Paar 6 inet Pinca os, = mag Re, ae 
" D » é oe so > ox: ce 5 ER Ap Se | yaaa 
> -, © jena 
: We j 
gre ! 
| 
Clan _ 
7 ee 
, 
' 
ee 
F ‘ 
aS tage . ' ‘ 
a: 
4 ee 
. . cd A. a, . ’ 
Pa ee ees Neen : 
# weg ro re ee Bek rine Sg 
= soon ee ak ies Saree PE gee eee ge Ee bey 
a Soe nati 2B ioe, Psa re eee sn Bt sake te 
2 » 6 den A RRS ok Mitencd cite ae Se eee cee : ey Se ae 
. . es ha Seal inte  Se saa Ne: 
ie . gs Gea ee a 
ig = Bessie a ta re 
& : h 
Ce Re Pee ‘ ; 
‘ 2 eee 
& vies Bema * 
ks nena a ayn wn 
> eee pa ge 
a g Se ss ar 
& Rey ae be 
z eee Rs Nt ts 
3 ers oe aoe". 
& eS es Sa 
F ~ Seago f 
.. re Eee 
x a oa 
baa eae ~~ 
Z Rt ae 
mS +: pee 
E Se poses 2 
Pe esd ii, } 
te "500 peer Pn 
& pe ee, 
Pe 3 ™, 4 ee 
Be Sa ee, : 
- ps ne 
Fs Se ati 
ee aye - 
Ra Bee ’ 
a wag ‘£ . 
i * a 
s ; i 
3 [  . ae % "See ; : 
e OO Tiemann 
= ' TM age cee ee an, see aoe eae a - - 7 
2 EE i SORE TOO RE re POS ae ae, Dee ee ; 
- } ae Exegiiings saint teem tas eS a Si ee a ee tte = 
i 
re " 
& , ; 
Fait. 
gees ‘ 
ot : 
OY a GA a eB 
La es ts gl agen Eg Ss: ‘Sak a y f 
bree eee x \ s 
Pata eek Gt eae ee -- 
os " ; © aay Pia eae, Sa oe i > ae > ts 
; é a : Ans oe oS pals Be a A es. ee 2a NaS orp cot : Bs ss 
3 \ 2 an ; ? —- ee aaa ae eae Pye + eae Moi ie ue _ a 
; oe Cet oe i 2 atc paket. Pa EY are ‘ar is Fee gi A . Py, te Ze 
f ) 4 " ith. Vee aie ee. Aa ge ir a el ng Sa ESS i 
é Saas A er a 


4 

AMA‘s Campaign 
Directors Assail 
‘Huckster’ Claim 


New York—Clem Whitaker and 
Leone Baxter, directors of the 
American Medical Association’s 
national education campaign and 
partners in Whitaker & Baxter, 
Chicago public relations firm, last 
week replied to the charges of 
Sen. James Murray on the turning 
over of the AMA campaign to 
“Hucksters” (AA, Aug. 22). 

The statement follows: 

“Sen. Murray’s recent charges 
against the national education 
campaign of the American Medical 
Association and Whitaker and 


Baxter, campaign directors, are 
part of a smear campaign against 
newspaper and radio advertising in 
particular, and the press in gen- 
eral. 

“An example of the smear cam- 
paign is the senator’s description 
of the recent action of the Minne- 
sota State Medical Society author- 
izing its members to place pro- 
fessional card advertising as ‘an 
open bribe’ of the press. This is 
a libel which the senator lifted 
from an utterly false article in a 
labor newspaper which has since 
been disproved and discredited by 
all concerned. 


ws “The implication that the press 
can be ‘bribed’ is a slur against 
both the press and the advertising 
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business too absurd for amplifica- 
tion. 

“Sen. Murray’s assertion that 
‘incredible violations of profes- 
sional integrity’ are countenanced 
‘because the ethics of medicine 
have been placed at the disposal 
of hucksters’ is unsupported by a 
single, factual example of such 
‘violations.’ 

“No organization in the world 
more zealously guards its pro- 
fessional integrity than the Ameri- 
can Medical Association. Its in- 
tegrity must be unassailable be- 
cause it often acts as the arbiter 
of the ethics and integrity of 
others. 


a “Sen. Murray’s implication that 
Whitaker and Baxter are the au- 
thors of American Medical As- 
sociation policy is untrue. Whit- 
aker and Baxter carry out the 
association’s official policy and op- 
erate directly under the supervi- 
sion of its policy-making bodies. 
“The charge that the decision to 
retain Whitaker and Baxter was 
made by ‘a small minority’ shows 


utter lack of knowledge concerning 
the democratic structure of the 
American Medical Association. 

“The house of delegates of the 
American Medical Association— 
consisting of members democrati- 
cally elected by each of the state 
medical societies—authorized the 
national education campaign. The 
board of trustees of the Ameri- 
can Medical Association—equally 
representative in its structure— 
then retained Whitaker and Bax- 
ter to execute this campaign. 


ws “So far as Sen. Murray’s per- 
sonal attack on Whitaker and Bax- 
ter is concerned, his remarks are 
wholly bombastic and without the 
slightest foundation in fact. Whit- 
aker and Baxter represent many of 
the major business and proues- 
sional interests in this country. 
Sen. Murray is opposed to many of 
these same interests and loses no 
opportunity to find a target for 
his political bias. We are his pre- 
sent target. 

“Only the publication of the 
senator’s charges in a responsible 
journal such as ADVERTISING AGE 


IOWA “BARN RADIOS” 
HELP WITH MILKING! 


(The New Iowa Radio Audience Survey Proves It!) 


The Iowa Radio Audience Survey* is 
a complete study of radio listening habits 
in lowa. The new 1949 Edition even tells 
how many lowa barns are equipped with 
radio—hew many Iowa men and women 
feel that radio helps with their milking— 
how many think that radio makes their 
cows produce more milk! 


In addition to much new data, the 
Twelfth Edition gives up-to-date informa- 
tion on station and program preferences, 
time of most listening, amount of listen- 
ing outside the home, multiple-set owner- 
ship, ete. The Survey gives the complete 
radio picture for lowa as a whole, as well 
as for each of the State’s 99 counties. 


This important and authoritative Sur- 


vey is now on the presses. Write today to 


reserve your free copy! 


aS The 1949 Iowa Radio Audience Survey is a “must” for 
every advertising, sales or marketing man who is interested 


The 1949 Edition is the twelfth annual study of radio 
listening habits in Iowa. It was made by Dr. F. L. Whan of 
Wichita University — is based on personal interviews with 
over 9,000 lowa families, scientifically selected from cities, 


towns, villages and farms all over the State. 


As a service to the sales, advertising and research pro- 
fessions, WHO will gladly send a copy of the 1949 Survey 
to anyone interested in the subjects covered. 
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+ for lowa PLUS * 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
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makes comment necessary. Ordi- 
narily such demagoguery would 
fall of its own weight. The sena- 
tor’s intemperate remarks give rise 
to the suspicion that he is covering 
up for the vast propaganda acti- 
vities of the government in sup- 
port of compulsory health insur- 
ance—which activities are without 
the consent of the people and 
clearly a misuse of the taxpayer’s 
money.” 

Among W&B’s clients are: 
Southern Pacific Railroad, Associ- 
ation of Western Railroads and 
Pacific Gas & Electric Co. 


WILLIAM S. ROBINSON 

Dayton, O.—William S. Robin- 
son, 67, general manager of the 
McCall Corp. printing plant here, 
died Aug. 24 of cancer. He had 
worked for the old Collier Pub- 
lishing Co. and later was with 
the Andrew Kellogg Co. before 
joining McCall in 1923. He was 
sent from the corporation’s New 
York office to Dayton as man- 
ager of its new printing plant in 
1924. A few years later he was 
elected a director of the corpora- 
tion. 


BRYCE LANDT 

WISCONSIN DELLS, WiIs.—Bryce 
S. Landt, 54, president of the 
American Dairy Association for 
the past two years and manager of 
the Wisconsin Cooperative Cream- 
ery Association, was fatally injured 
Aug. 23 in an auto accident while 
enroute here from Madison. He 
had served as head of the state’s 
ADA group for the past four years. 


FRANK MORAN 


BELVIDERE, ILL.—Frank T. Mor- 
an, 77, editor and publisher of the 
Belvidere Republican, died Aug. 
23 following a lengthy illness. Mr. 
Moran, who had published the 
daily for more than half a century, 
had been hospitalized since last 
November. 


M. T. HELLER 

Tucson, Ariz.--M. T. Heller, 72, 
founder and board chairman of 
Milprint, Inc., Milwaukee and Chi- 
cago, died here Aug. 21 following 
a lengthy illness. Mr. Heller, who 
established the packaging company 
in Milwaukee in 1899, retired as 
president of Milprint last year be- 
cause of ill health. 


PHILIP M. GUBA 

New YorK—Philip M. Guba, 62, 
eastern area sales manager for 
Carnegie-illinois Steel Corp., died 
in New York Hospital Aug. 18 fo!- 
lowing a lengthy illness. He joined 
the United States Steel organiza- 
tion in Detroit in 1933 and was 
transferred here as sales chief in 
1939. 


SAUNDERS NORVELL 

New YorK—Saunders Norve'|, 
85, former business paper pu! - 
lisher, president of - Remington 
Arms Co., chairman of the board 
of McKesson & Robbins, and cv- 
founder of Shapleigh Hardware 
Co., St. Louis, died Aug. 25. Fe 
was known to many as “Dean f 
the hardware industry” becau ¢ 
of his prominence in that fie | 
as salesman, wholesale hardwa’e 
executive and publisher. He 
founded and published Hardwa e 
Reporter in St. Louis, later sellir ¢ 
it to Hardware Age. 
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Never Underestimate the Power of a Woman! 


.* 


The following of Ladies’ Home Journal is tremendous, too. 
More women buy the Journal, issue after issue, than any other magazine. 


JOURNAL 


THE MAGAZINE WOMEN BELIEVE IN 
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Decca Plans to Join 
Other Record Makers 
With 33 1/3 Discs 


New York—Decca Records last 
week aligned itself with the 33% 
rpm. faction in the battle of the 
speeds. The company—the third of 
the four major producers to do so 
—announced that it will begin re- 
leasing long playing discs Sept. 5. 

This is the first important de- 
velopment in several weeks in the 
record war. Dealers’ efforts to get 
RCA Victor, which brought out a 
new 45 rpm. record in April, and 
Columbia, introducer of the 33s, 
to agree to terms ending “confu- 


sion” in the industry have been 
unsuccessful. 

No official announcement has 
been made, but MGM Records is 
expected to be next to join the 
ranks of 33% producers. Decca 
emphasized that it has not neces- 
sarily, decided against entering 
the 45 rpm. field at a later date. 
Capitol Records currently is the 
only industry leader making all 
three speeds—the two new ones 
and the conventional 78 rpm.s. 


ws Among the albums to be put in 
Decca’s new 33% catalog will be 
Broadway show collections, in- 
cluding “Oklahoma,” and _ best 
sellers of Bing Crosby, Al Jolson, 
and the Ink Spots. Decca will mar- 


EASY CHART 


1 
65¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


ket a Microverter and an LP play- 
er, both to sell for $9.95. 

Advertising for Decca’s 33%s 
will be largely cooperative, ac- 
cording to Leonard W. Schneider, 
vice-president. In addition, the 
company plans a business paper 
campaign and increased emphasis 
on direct mail and point-of-sale 
material. Newell-Emmett Co. is 
the agency. 


Lehrteld Schedules Drive 
for New Type Brush 


An extensive promotion has 
been scheduled by Robert W. 
Lehrfeld, Inc., New York, manu- 
facturer of the Brushoff, a new 
type of clothes and utility brush, 
which will be introduced in east- 
ern markets next month. Con- 
sumer advertising will start in 
mid-September in the New York 
market area with full-page color 
ads in the New York Times Mag- 
azine. Advertising will be ex- 
tended during September and Oc- 
tober to Sunday roto sections of 
newspapers in major cities in New 
England, Pennsylvania, Ohio and 
Illinois. Teaser ads and cartoon 
copy will be used in follow-up ad- 


vertising. 

In addition copy will appear in 
Good Housekeeping, Ladies’ Home 
Journal, Life, The Saturday Even- 
ing Post, Today’s Woman and True 
Confessions. Trade publications al- 
so are being used. Ferwerda- 
Boone, Inc., New York, is the 
agency. 


Urges Use of ABP Symbol 

Associated Business Publications 
is urging member papers to use 
ABP and ABP symbols in their 
mastheads, instead of merely men- 
tioning their affiliation with these 
groups. The outer circle of the ABP 
symbol, in which the name of the 
organization was spelled out, has 
been dropped. 


Admiral Names Siegrist 

Jack Siegrist has been named 
New York advertising manager 
of Admiral Corp., Chicago. He 
formerly was sales promotion man- 
ager of Pierce-Phelps, Philadel- 
phia, Admiral distributor. 


Announces Sunday Edition 
The Daily Journal, Rapid City, 

S. D., plans to publish a Sunday 

morning edition starting Oct. 2. 


That big Space buyer from New York can’t 
seem to forget business, can he?”’ 


AND GET THIS PICTURE: 


e The Cincinnati Enquirer has the largest circulation of any 
Cincinnati newspaper, daily and Sunday. 


e@ The Cincinnati Enquirer has the lowest milline rate in 


Cincinnati. 


@ The Cincinnati Enquirer carries more advertising linage than 
any other Cincinnati newspaper. 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, August 29, 1949 


Michael Fadell Sues 
Brother Fred, Asks 
Agency Be Dissolved 


MINNEAPOLIS—Michael Fadell, 
general manager of the Fadell Co., 
Minneapolis agency and public 
relations counsel, has brought suit 
in county district court here 
against his brother, Fred, assistant 
general manager, seeking dissolu- 
tion of the partnership. 

The agency, which started nearly 
a quarter century ago as a pub- 
licity firm, handles, among other 
accounts, the Sister Kenny Foun- 
dation, Mankato Mills, Minneapo- 
lis & St. Louis Railway, and the 
State of Wyoming’s state resources 


advertising. 
Michael Fadell charged his 
brother Fred with “conspiring 


with employes” to undermine 
Michael’s interests and to secure 
clients and accounts of the firm 
for Fred’s own use. 


es He alleged that Fred had 
“wrongfully dissolved” the part- 
nership agreement signed May 1, 
1944, by turning in his keys and re- 
moving his personal effects from 
the office on Aug. 12, 1949, and he 
has asked the court to declare 
the agency dissolved because of 
“wrongful acts.” Michael also sub- 
mitted an accountant’s report 
showing that the agency’s business 
has been “second best in its his- 
tory.” 

In his answer, Fred Fadell de- 
nied the charges and asked for an 
accounting and immediate dis- 
solution of the firm. Under the 
original partnership agreement, 
Michael was to get two-thirds of 
the profits and Fred, one-third. 
Fred’s attorney has asked that the 
partnership be dissolved without 
prejudice to either brother, and 
that Michael be restrained from 
using the name of the Fadell Co. 


ws The county district judge, Ear! 
Lyons, indicated that the court 
would issue an order to continue 
the company’s present status until 
Sept. 12. Pending hearings on that 
date, both partners could be re- 
strained from soliciting the firm’s 
accounts. 

Judge Lyons fold the plaintiff 
and defendant: “It’s too bad that 
two brothers who have built as 
fine a business as you have can’t 
get together.” 


WDAF-TV to Begin Operation 


WDAF-TYV, television station of 
the Kansas City Star, will begin 
regular commercial program op- 
erations Oct. 16. A program sched- 
ule of four hours nightly, seven 
nights a week, has been set up. 
Kinescope programs will be aired 
from all four networks. Regular 
test pattern operations will begin 
Sept. 11. 


Plans Sunday Edition 


Starting Sept. 18, the Patrio'- 
News Co., Harrisburg, Pa., pul- 
lisher of the News and Patriot, wi!! 
publish the Harrisburg Sundcy 
Patriot-News. The Sunday editicn 
will carry Parade. Kelly-Smith C». 
is the representative. 


PLAYTHINGS 


TeyTaade! 


* ONLY ABC Toy Publication! 
© 46 Years...the OLDEST! 


-@ Carries MORE ADVERTISING 
by More Individual 
Advertisers! oe 


AMMA Ty Pb 


_McCREADY PUBLISHING CO. 


7 West 23rd St New York 10,N.Y 
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g Southern Wholesalers say: 
™= “Our Big Volume is 
Farm Business!” 


Before planning your 1950 advertising, it will pay you to check 
these three facts with your Southern wholesalers: 


1—Southern farm income was UP $88 
MILLION January-May, 1949, over the 
same period in 1948. 


“85% of our volume is farm 
business—which accounts for 
the fact that our sales continue 
at a high level under present 
conditions. Here in the rural 
South, many farm sections are 
still showing gains. We have the 
- utmost confidence in the future 
prosperity of the Southern farm 
> market.” 

; 4 LESLIE M. STRATTON, JR., 
: President 


Stratton-Warren Hardware Company 
Memphis, Tennessee 


2—Southern farm families are discrim- 
inating buyers, showing a marked pref- 
erence for well-advertised products. 


3—Advertising in The Progressive Farmer 
is your one best route to sales in this 
huge, new rural market. 


Leading advertisers recognize the 
rural South as the bright spot in to- 
day’s sales picture. That’s why they 
invested more than $2 MILLION in ad- 
vertising in The Progressive Farmer 
during the first half of 1949. 


“If you distribute merchandise 
in the South, you cannot afford 
to overlook the importance of 


During the January-June period, 


the rural market. Our business Ei The Progressive Farmer led every 
growth as wholesale druggists is sectional magazine in the U. S. in ad- 
closely tied to farm prosperity. er . 
Potentials in this area are great. vertising revenue—leading the sec- 
We —s: the increases of the = = ~=ond South-wide farm magazine by 
past wi projected into the ~~ 
years ahead,” as more than 2 to 1. 

FRED M. TRUETT, President More Southern farm families read 


Southwestern Drug Corporation 
Dallas, Texas 


more advertising in The Progressive 
Farmer than in any 
other publication. 


i _ “Paint brushes are busy on 
Li _ Southern farms. More paint is 
\ _/}{ being applied to farm homes, 
barns and other farm buildings 
than ever before. Farm fami- 
lies are the paint dealers’ best 
customers today. Farm pride— 
coupled with big gains in farm 
buying power—have made the 
rural South a great, new market 
for paint.”’ 

J. L. BEAUCHAMP, Regional Director 


The Glidden Company 
Atlanta, Georgia 
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FTC Challenges Truth 
of Dolcin Advertising 


The Federal Trade Commission 
challenged the truth Friday of the 
printed and broadcast advertising 
describing Dolcin, a product of 
Dolcin Corp., New York, as a rem- 
edy for neuritis, bursitis, rheu- 
matic fever and a host of other ail- 
ments. 

FTC said that the only thera- 
peutically active ingredient in the 
product is aspirin, and that pro- 
longed administration of Dolcin in 
rheumatic fever cases “may result 
in serious hemmorrhage and 
death.” FTC estimated Dolcin’s 
1948 sales at more than $1,000,000. 


(Simpson-REILLY, LTD.) 
Publishers Representatives 
SINCE 926 
LOS ANGELES HALLIBURTON BLDG. 


SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. 


House Bill Would 
Forbid Liquor Ads 
on Radio Stations 


WasHINGTON—The report that 
200 radio stations were ready to 
sell time to Schenley Industries 
(AA, Aug. 21) prompted Rep. 
Fred Crawford (R., Mich.) Thurs- 
day to introduce legislation which 
would bar radio advertising of 
distilled spirits, wine or malt bev- 
erages. 

At the same time, it spurred Sen. 
Ed. Johnson (D., Colo.), chairman 
of the interstate and foreign com- 
merce committee, to announce that 
hearings on the Langer bill (S. 
1847) to ban all liquor advertising 
will be held Jan. 12-13, 1950. 

In calling for a ban on radio ad- 
vertising of alcoholic beverages, 
Rep. Crawford said the Alcohol 
Tax Unit and FCC are powerless to 


keep it off the air. He said he is 
convinced that good taste and 
good judgment “may not prevail” 
insofar “as one distiller is con- 
cerned.” 


‘Oregonian’ Rate on 
Page 46 Incorrect 


The third paragraph of a story 
on Page 46 of this issue, referring 
to the new rate structure of the 
Portland Oregonian, in which bulk 
and frequency discounts are al- 
lowed on national advertising, in- 
correctly quotes the new bulk rate 
as “25¢ daily and 62¢ Sunday.” The 
correct figures, as is obvious from 
the other figures quoted in this 
story, should be “52¢ daily and 
62¢ Sunday.” 


Matson Adds Clayton 


Bernard Clayton, formerly with 
Time, Inc., San Francisco, has 
joined the public relations depart- 
ment of Matson Navigation Co., 
San Francisco. 


Mail Order Net 
Initiates First 
Program on WOR 


(Continued from Page 1) 
work will choose the strongest 
ones, which will be “played to the 
hilt.” 


se WOR, which is taking the ser- 
vice on a per inquiry basis with 
no guarantee, has signed for a 
minimum of 13 weeks. An official 
of the key Mutual station ex- 
plained why he is giving per in- 
quiry radio a test: “We have never 
been able to sell our time con- 
sistently between 2 and 5 a.m., 
although we believe we have a 
strong audience—and one that is 
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OMAHA 


There's no need to worry about the present | 
or the future of this tremendous farm 


market served ONLY by Radio WOW. 
Invest your advertising dollars HERE for 


immediate sales and 


long term gain. 
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widespread geographically. But thi: 
has been hard to prove by surveys 

“If we can get good results or 
mail order merchandise, this wil 
pay us above the card rate. If sales 
are less spectacular, they still may 
be strong enough to convince ad- 
vertisers that our all-night show 
is a good buy. We see no reason for 
not trying to make use of this 
marginal time.” 

“Big Joe” (Joe Rosenfield) has 
had experience as a direct mai! 
“pitchman” on WNOE, New Or- 
leans, gwhere he worked before 
coming to WOR some months ago 
His Sunday night program wil! 
continue to be sponsored by Ritz 
Thrift Shop, with the other six 
days devoted to mail order prod- 
ucts. 


ws The WOR program will have a 
list of 16 advertisers whose wares 
are featured at the outset. Among 
them are Doubleday & Co. (Huber 
Hoge & Sons); American Home 
Schools, a correspondence course; 
Newspaper Institute of America, a 
writing course; Chicago Hose (Cas- 
per Pinsker, Inc.); Gaylark Auto- 
Seat Covers; Merit Card Co.; Ra- 
dio Offers Co.’s harmonica (Huber 
Hoge) and Beltone Hearing Aid Co. 
WOR said all products have been 
checked and cleared by its con- 
tinuity acceptance department. 

Mr. Kaye expects to have his 
network going in full swing by 
Sept. 19 with 50 major markets 
covered. 


a At the same time Donald Withy- 
comb, president of Direct Radio 
Sales, reported that 110 stations 
throughout the country have in- 
dicated their willingness to take 
Direct Radio Sales products. 
Among these, he said, are several! 
high-powered stations. More than 
25 advertisers have signed with 
Direct Radio Sales. 

Taking note of AA’s editorials 
on per inquiry sales, Mr. Withy- 
comb said: “This type of radio 
has been going on for 20 years. | 
don’t see why ADVERTISING AGE 
needs to get so excited about it 
now. But we will get queries from 
25 more advertisers as a result 
of the editorial.” 

Another mail order development 
last week was the scheduling of 
a 15-minute morning show on ABC 
by the Radio Offers Co., mail 
order merchandiser, which will tee 
off with a plastics offer. Time for 
this show on 60 ABC stations was 
bought through Huber Hoge & 
Sons. 


Dean Milk to Burnett; 
Harriman, Chadwick Split 


Lee Harriman has resigned as 
vice-president of Chadwick and 
Harriman, Chicago agency, to be- 
come “a creative advertising con- 
sultant.” According to Herbert W 
Chadwick, the agency will cor- 
tinue intact. 

At the same time, Dean Mi'x 
Co. told AA that Leo Burnett C» 
has been named its agency, ard 
that H. L. Morrison, advertisi: g 
manager, has resigned and w|!! 
not be replaced. Dean was fo- 
merly a Chadwick and Harrim:in 
account. 


- ADVERTISING, | 

_ MERCHANDISING, 
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SHORT COPY sells gasoline 


The Most Powerful Gasoline 
your car can use! 


cece ccc cc em ec cscs es tdoor | 


Outdoor sells Shell 
to the people who 


are “going places”’! 


> a ay 


D. C. MARSCHNER 
Manager, Sales Promotion and Advertising Department 
SHELL OIL COMPANY, INC. 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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Mastic Tile Maps Campaign 

Mastic Tile Corp. of America, 
Newburgh, N. Y., plans the largest 
advertising program in its history. 
Ease of installation by the con- 
sumer will be stressed in ads in 
American Home, Better Homes & 
Gardens and The Saturday Even- 
ing Post. Regular advertising will 
be continued in trade publications. 
Jerome Bernstein, New York, is 
the agency. 


Miner Agency Promotes Three 

Dan. B. Miner Co., Los Angeles 
agency, has announced the follow- 
ing promotions. J. C. Morse, vice- 
president, has been named exec- 
ut.ve vice-president and general 
manager; Hildred Sanders, director 
of radio and television, has been 
appointed vice-president and a di- 
rector, and Richard Glover, pro- 
duction manager, has been made 
a director. 


OPEN ROAD for BOYS announces 
12 MONTHLY ISSUES PER hs ) 


24 PAGE INCREASE— 


starting with ing tes ever 1948. 
With Full Color Photos On All Covers 


Articles by Connie Mack, Joe DiMaggio, Hoy Hogans tn 
September...and several top college football coaches — 
tell about their famous favorite plays in October. | 


Westclox Spearheads 
Fall Push With New 
$3.95 Bantam Alarm 


LASALLE, ILL.—Westclox division 
of General Time Instruments 
Corp. in October will give its new 
$3.95 Bantam electric bell alarm 
clock a heavy play with large 
space ads in magazines and roto- 
gravure sections. 

The ivory finish plastic clock 
will be featured in full-page ads in 
Collier’s, Life and The Saturday 
Evening Post, and also will be 
shown in November and December 
issues, when the company plays up 
its line of wrist watches, pocket 
watches, and _ spring-wind and 
electric clocks in its holiday gift 
suggestion campaign. 

In addition, column ads featur- 
ing the new Bantam have been 
scheduled for October issues of 
American Home, American Maga- 
zine, Better Homes & Gardens, 
Capper’s Weekly, Country Gentle- 


man, Farm Journal, Progressive 
Farmer and Successful Farming. 

Westclox also will use Sunday 
rotogravure sections, plus Parade 
and This Week Magazine, through- 
out the fall and winter campaign. 

No radio or television will be 
used on the Bantam promotion, 
although General Time is testing 
TV on eastern stations at present. 

Batten, Barton, Durstine & Os- 
born, Chicago, directs the West- 
clox account. 


Morton Names Warren 

Morton Mfg. Co., Lynchburg, 
Va., cosmetics maker, has ap- 
pointed William Warren Agency, 
New York, for advertising of Snow 
White products. A campaign start- 
ing next month will embrace news- 
papers, magazines, and radio. 


Joins Alexander Smith 


Maureen E. Blackmon, formerly 
advertising director of the John 
Shillito Co., Cincinnati, has been 
named national advertising man- 
ager for Alexander Smith & Sons 
Carpet Co., New York. 
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AANNOUNCING A COMBINATION RATE 


FOR GENERAL ADVERTISING IN THE DAILY 
TOLEDO BLADE AND THE TOLEDO TIMES 


. - - and a Six Months’ 
Guarantee of Rates 


This is 


TOLEDO 


. « . Where a great Double-Value 
Market is now covered by 


THE TOLEDO NEWSPAPERS 


at a reduction of 9c per line! 


The new combination rate for the daily 
Toledo Blade and The Toledo Times is in 
fact a reduction of 9c a line from the previous 
combined rate of the two papers. 


To the acknowledged force and market 
penetration of The Blade is now added the 
impact of the only breakfast-table newspaper 
in the Toledo area. The Times’ fast growing 
circulation gives primary concentration in 
all income-bracket districts of the Toledo 
metropolitan area. 


Times readers get: 


@ Full coverage of all overnight news. 


@ Complete sports—and that does mean complete 
| —with authoritative comment. 


@ Flavorful editorial comment. 


@ Complete stocks and financial coverage. 


@ News of society, stage, screen, music and art 
briskly reported. 


@ Stand-out 


columnists 


like Drew Pearson, 


Marquis Childs, Leonard Lyons, Earl Wilson 
and Fred Othman. 


@ Such top-notch comics as Blondie, Joe Palooka, 
Gasoline Alley and a dozen others. 


All in all, The Times is a lively, highly read- 


able newspaper 


Toledoans. 


TOLEDO BLADE ana TOLEDO TI 


edited for alert-minded 


Effective October 1, 1949, the daily Toledo 
Blade and The Toledo Times will be sold as a 
unit, delivering a total of 231,961 daily net paid 
ABC circulation at a minimum rate of 50c per 


line—a milline of $2.15. 


Ten years ago, the daily circulation of The 
Blade alone was 132,139, at a minimum rate of 
40c per line—a milline of $3.00. 

Despite rising costs and important circulation 
growth, it was not until 1948 that the minimum 
rate was increased to 45c. The increase of only 
12%2% against a circulation increase of 39% 


resulted im a reduction in milline to $2.44. 


The 


new milline rate, we repeat, is only $2.15! 


SIX MONTHS’ GUARANTEE OF RATES 


Rate card No. 25, effective October 1, 1949, 
covers the new combination rates for the daily 


Toledo Blade and The Toledo Times. 


And it 


extends the period of Rate Guarantee from 60 
days to six months, as requested by the Association 


of National Advertisers. 


REPRESENTED BY MOLONEY, REGAN AND SCHMITT, 


MES 
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CBS Sweeps Latest 
Hooper AM Ratings 


New YorK—Columbia Broad- 
casting System overwhelmed the 
opposition in the Aug. 15 Hooper- 
atings, placing 10 on the first 15 
for evening. NBC took three, and 
ABC two. 

The leaders: 


Mr. D. A. (Bristol-Myers), NBC ............ 10.6 
Inner Sanctum (Bromo-Seltzer), CBS .. 9.2 
Fat Man ‘Norwich Pharmacal), ABC .. 9.1 
Big Story (Pall Mall), NBC .................. 8.9 
Henry Morgan (Bristol-Myers), NBC .. 8.9 
Crime Photographer (Philip 

I a esntieins 8.6 
Mr. Chameleon (Bayer), CBS. ................ 8.5 
Our Miss Brooks (Colgate), CBS ........ 8.3 
Mr. and Mrs. North (Colgate), CBS ..... 7.6 
Mystery Theater (Molle), CBS. ............ 7.5 
First Nighter (Campana), CBS. ............ 7.4 
Dr. Christian (Chesebrough), CBS ...... 7.1 
Your FBI (Equitable), ABC ................. 7.0 
Mr. Keen (Whitehall), CBS. ................. 6.9 
Sam Spade (Wildroot). CBS. ................. 6.8 


Average nighttime rating is 5.0, 
down 0.3 from the last revort and 
0.6 trom a year ago. Average sets- 
in-use of 21.1 is up 0.1 from the 
last report and 0.1 from a year 
ago. 

Daytime winners: 


Ma Perkins (Oxydol), CBS ................ 6.5 
Pepper Young (P&G), NBC ..........0..... 6.3 
Wendy Warren (General Foods), CBS .. 6.0 
Rosemary (Ivory), CBS  .0....ccccccsccsscesesseeee 5.9 
Widder Brown (Sterling), NBC .......... 5.9 
Aunt Jenny (Spry), CES  ....cccccccccscccccssees 5.8 
Grand Slam (Continental 

I ei 5.7 
ee” A eee 5.7 
A Girl Marries (General Foods), NBC .. 5.7 
Right to Happiness (Ivory), NBC ........ 5.7 
Backstage Wife (Sterling), NBC .......... 5.7 


Average daytime sets-in-use— 
15.2—is down 0.5 from the last 
report and up 0.4 from a year ago. 
Average daytime rating of 4.2 is 
up 0.2 from the last report and 
0.1 from a year ago. 


Food Tonnage Up, 
Sales, Profits Down 


Higher tonnage, lower dollar 
volume and reduced profits sum- 
marizes the sales story for the first 
half of 1949 for a majority of food 
and grocery product manufac- 
turers, Paul S. Willis, president, 
Grocery Manufacturers of America, 
said recently. The increased ton- 
nage, he said, resulted largely 
from extensive advertising and 
sales promotion campaigns and the 
introduction of new products. 

“The food industry,” Mr. Willis 
said, “has kept the people inter- 
ested in good eating by the full 
use of advertising and merchandis- 
ing tools. Those companies that 
have brought out new products 
know that they must invest large 
sums initially in order to build 
consumer acceptance on a mass 
marketing basis.” 


149,215,000 in U. S., 
Census Bureau Reports 


With the population continuing 
its postwar increase rate of 2,700,- 
000 a year, the total U. S. popula- 
tion reached 149,215,000 by July |, 
according to the Census Bureau. 
The bureau pointed out that the 
population will easily pass 150,- 
000,000 before the 1950 census is 
taken next April. It was 131,669.- 
000 in April, 1940. 

In the prewar period the U. 5. 
population increased at the rate 
of 1,200,000 yearly. During the war 
period the increase was 1,600,000 
yearly, but the rate has average: 
2,700,000 yearly since July 1946. 


Account Executive 


With Food Advertising 
Experience 


' 

| 

| 

| 

| 

| 

| Exceptional opportunity for both 
| present and future in Chicago of- 
| fice of major advertising agency. 
| Must have demonstrated ability in 
| advertising work on grocery prod- 
| ucts, preferably food. Situation 
| 

| 

| 

| 

| 

| 

; 

| 

| 

! 


would be particularly attractive 
for man in thirties or early forties 
capable of earning more than he 
can see immediately ahead of him 
in his present company. Do not 
apply unless experience and ability 
would warrant initial salary of at 
least $15,000. Write giving full de- 
tails of experience. 


Box 7440, ADVERTISING AGE 
100 E. Ohio St. Chicago 11, Il. 
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Conventions 


Sept. 11-15. Advertising Specialty Na- 


tional Association, 46th annual conven- 
tion and trade show, Palmer House, Chi- 
cago. 

Sept. 12-13. National Association of 
Magazine Publishers, 30th annual meet- 
ing, Essex and Sussex, Spring Lake 
Beach, N. J. 

Sept. 15-17. Controlled Circulation 
Newspapers of America, annual con- 
vention, Edgewater Beach Hotel, Chicago. 

Sept. 17-18. Seventh district, Advertis- 
ing Federation of America, Baton Rouge, 
La. 
Sept. 17-20. Mail Advertising Service 
Association International convention, Con- 
gress Hotel, Chicago. 

Sept. 18-20. Tenth district, Advertising 
Federation of America, Biltmore Hotel, 
Oklahoma City, Okla. 

Sept. 18-20. New York State Publishers 
Association, annual meeting, White Face 
Inn, Lake Placid, N. Y. 

Sept. 21-23. Direct Mail Advertising 
Association, annual conference, Congress 
Hotel, Chicago. 

Sept. 29-30. Newspaper Advertising 
Managers’ Association of Eastern Canada, 
second annual convention, Mount Royal 
Hotel, Montreal. 

Sept. 30. Sixth district, Advertising 
Federation of America, Racine, Wis. 

Sept. 30-Oct. 2. Inter-City Conference 
of Women’s Advertising Clubs, Cleveland. 

Oct. 6. Export Advertising Association, 
first annual convention on international 
advertising, Hotel Biltmore, New York. 

Oct. 10-11. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 10-12. Association of National Ad- 
vertisers, annual meeting, Waldorf-As- 
toria. New York. 

Oct. 17-18. Inland Daily Press Associa- 


tion, annual meeting, Congress Hotel, 
Chicago. 
Oct. 18-19. Agricultural Publishers As- 


soc-at.on, annual meeting, Chicago Ath- 
letic Association, Chicago. 

Oct. 19-22. Financial Public Relations 
Association, 34th annual convention, 
Edgewater Beach Hotel, Chicago. 

Oct. 20-21. Audit Bureau of Circulations, 
annual meeting, Drake Hotel, Chicago. 


Oct. 31-Nov. 3. Southern Newspaper 
Publishers Association, Mineral Wells, 
Tex. 


Nov. 4. Fifth district, Advertising Fed- 
eration of America, Indianapolis. 

Nov. 11-13. Southwestern Association 
of Advertising Agencies, Tulsa Hotel, 
Tulsa, Okla. 

Nov. 13-17. Printing Industry of Amer- 
ica, 63rd annual convention, Biltmore 
Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Advertising 
Association of America, 54th annual con- 
vention, Hotel Book-Cadillac, Detroit. 

March 28-31, 1950. Premium Advertising 
Association of America, 17th annual na- 
tional premium buyers exposition and 
conference, Stevens Hotel, Chicago. 

April 11-12, 1950. Annual symposium 
and exhibit, Point of Purchase Advertis- 
ing Institute, Waldorf-Astoria Hotel, New 
York. 

June 29-July 1, 1950. National Industrial 
Advertisers Association, annual confer- 
ence, Hotel Biltmore, Los Angeles. 


Forms Broadcasting Firm; 
Plans 1,000 Watt Station 


Donald L. Coleman Jr., chief 
engineer of Station WBEC, Pitts- 
field, Mass., since it opened in 
1947, has resigned to open a new 
radio station in Fitchburg, Mass., 
under the name of Wachusett 
Broadcasting Co. The station will 
operate with 1,000 watts. Its call 
letters have not been set. 

Mr. Coleman’s partners in the 
enterprise are: James L. Spates, 
part owner of Station WTXL, West 
Springfield, Mass.; J. Gordon Key- 
worth, part owner and manager of 
Station WMNB, North Adams, 
Mass.; and Albert E. Keliher, sales 
engineer of Raytheon Corp. 


To Casler, Hempstead 


The Rochester, N. Y., office of 
Casler, Hempstead & Hanford has 
been named to direct the advertis- 
ig of Dynacolor Corp., Rochester. 
\ agazines, newspapers and direct 
n ail will be used to promote a new 
: mm. full-color motion picture 

(m. 


C _g2 Joins Bench and Bross 
Rip W.'Gage has joined Bench 
Advertising Co. and Bross Transit 
é dvertising, Portland, Ore. He will 
b+» sales manager for Bench and 
vill aid Bill Bross in handling 
Northwest Transit advertising. 


Eagins Publication 


Southwest Citizen, a new daily 
r.orning newspaper for Lake 
Charles, La., began publication 
‘ug. 14, with a special 80-page 
€lition, plus a 16-page comic sec- 
ton. 


WLW-T Appoints McCluskey 

William McCluskey has been 
named sales manager of WLW-T, 
Cincinnati. He joined WLW in 1939 
as manager of WLW Promotions, 
Inc., a position he held until 1948 
when he became a salesman. of 
WLW-T. 


KECA-TV Appoints Rudolph 


Franklyn Jay Rudolph, former- 
ly sales manager of C. P. Mac- 
Gregor Co., Hollywood, transcrip- 
tions, has been made a salesman 
of KECA-TV, Los Angeles. 


Opens Chicago Branch 

C. P. MacGregor Electrical 
Transcriptions, Los Angeles, pro- 
ducer of “Hollywood Theater of 
Stars,” etc., has opened a Chicago 
branch office at 612 N. Michigan 
Ave. William M. Mertz Jr. has 
been named midwestern manager. 


Master Control Names Kidd 

Norman R. Kidd, formerly dis- 
trict manager of Burdett Oxygen 
Co., has been named national sales 
director of Master Control Co., 
Akron. 


Gaylord Appoints Dorland 

Gaylord Products Co., Chicago, 
manufacturer of Gayla Hold-Fast 
bobby pins, has placed its adver- 
tising with Dorland, Inc., New 
York. Color ads in national mag- 
azines will be used. 


Paper Corp. Names Spier 

Paper Corp. of the United States, 
New York, has named Franklin 
Spier, Inc., New York, to handle 
advertising in business papers. Pa- 
per Corp.’s advertising was for- 
merly placed direct. 


Names Peterson & Kempner 

Schenectady Varnish Co., Sche- 
nectady, N. Y., has placed its ad- 
vertising with Peterson & Kemp- 
ner, New York. 


Letters with “instantaneous appeal,” 
that beckon to be read, that impel 
and sell. One series 23 years old. 


“That Fellew Wott . 


Lee P. Bott, Jr., 64 E. Jackson, Chicago f 
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your message . . . tell it con- 
vincingly . . . sell it perma- 


nently! 
Business is good in South 
Dakota . . . for Advertisers in 


the South Dakota Dailies!! 


South Dakota Dailies Are Composed 
Of The Newspapers That Cover The 


No metropolitan newspaper covers the rich 
No other media reaches 9 out of 10 families . . 
South Dakotans read and respond to their locally-edited, locally-managed 
South Dakota Daily! 

Advertisers in the South Dakota Dailies get a double response from 
their sales messages. South Dakota businessmen know that their local 
daily is the one medium to effectively reach their market. That’s why 
local merchants tie-in with national campaigns in their local Daily . . . 
doubling its impact, doubling 
returns on every dollar spent 
in the South Dakota Dailies!!! 

Retail sales are up 392% and 
farm income is 146%, above the 
national average. South Dakota 
folks have money to spend. For 
test campaigns or sustained ad- 
vertising, SOUTH DAKOTA 
DAILIES are the ONLY 
media that reach 9 out of 10 


Dakota families with 


Write TODAY to any 
member paper for 
Complete Information 


of South Dakota 
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| Gales up 3927! 


South Dakota has been growing rapidly and soundly .. . 
more income, heavier spending. Retail Sales have skyrocketed 392% since 
1940. Retail sales are more than 80% above the national average. That's a 
ure AND YOU CAN GET YOUR SHARE ONLY 
DVERTISING IN THE SOUTH DAKOTA DAILIES. 


more people, 


South Dakota market! 
. both rural and urban! 
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See for Yourself 


Include South Dakota in your vaca- 
tion plans. See for yourself the pros- 
perity and Ft» epee that await 
you in this “Golden” market. Super- 
Highways, Eleven Railroads and 
Numerous Airlines make South 
Dakota easily accessible. — 

Consider South Dakota in your de- 
centralization plans. Abundant nat- 
ural resources, friendly _American 
Labor and 800,000 additional kilo- 
watts of electricity now under devel- 
opment recommend it! It’s truly a 
land of opportunity. pp 

Write to A. H. Pankow, Publicity 
Director, Pierre, South Dakota for 
colorful FREE FOLDER on Scenic 
South Dakota. 
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FCC Draws the Line Too Finely 


Giveaway radio programs have always given us a pain in the neck. 
Strictly from an advertising standpoint, we have never been con- 
vinced that a giveaway program sponsor got much for his money, ex- 
cept a chance to play a sort of second-hand Santa Claus role and to 
provide useful and inexpensive publicity for a lot of merchandise 
that didn’t make any bells tinkle on the sponsor’s cash register. 

But that does not deter us from believing that the Federal Com- 
munications Commission has acted like a ninny in declaring that 
most giveaway programs are lotteries, because they involve the “‘con- 
sideration” of having to listen to a radio program, be at home when 
the phone rings, or some such thing. 

We get pretty literal ourselves at times, but it would take a good 
deal of hard practice (which we have no intention of enduring) to be- 
come literal minded enough to measure up to the standard set by the 
three FCC commissioners who solemnly affirmed that these “con- 
siderations” make giveaway radio programs lotteries. 

In fact, we probably couldn’t play in the government literal league 
at all, because we thought the Federal Trade Commission had reached 
pretty near the acme of literal perfection in its hair-splitting de- 
cisions on the use of the word “free.” But the FCC lottery ruling on 
giveaways demonstrates what really advanced experts in this field can 
achieve when they set their minds to it. 

American Broadcasting Co., with a substantial stake in the give- 
away idea, says it’s going to court, and quickly. We’re glad it is; and 
everyone who has ever run a contest or ever given anything away, 
including a coupon worth a dime on a package of merchandise, had 
better watch the proceedings with interest. After all, if there is an 
illegal “consideration” involved in having to listen to a radio pro- 
gram, who can say that there isn’t an illegal ‘“‘consideration” involved 
in having to go to a grocery store to pick up a contest entry blank or 
to cash a two-for-one coupon? 

But as Mr. Emerson, the noted mouse trap specialist, said once, 
there are compensations for everything. If the FCC ruling, silly as 
it is, scares a few people into trying out radio programs that don’t 
rely exclusively on a pot-of-gold formula to attract a listening 
audience, the whole business may turn out to be a blessing in disguise. 


Appliances Swing Low, Swing High 

A few weeks ago the appliance business was in something closely 
resembling a state of panic. Factories were laying off help, ware- 
houses were bulging, dealers and distributors were relearning—but 
quickly—the most haunting blues. Now the wheels are turning at a 
fancy pace again, the factory Joes have been called back to work, 
and everyone in the industry is whistling while he works. 

Most economic pundits attribute the rapid change to the disap- 
pearance of Regulation W and the simultaneous reappearance of 
credit terms that make every sucker’s mouth water. “Nothing down 
and a quarter a week” seems rapidly returning, and we’re not kidding. 

It’s more than a little fun to see the boys reshaping their faces from 
the long oval to the jolly round, and probably there is no one, in or 
out of the appliance business, who is eager for the return of govern- 
ment credit restrictions. 

But already there are signs of some sober second thinking about the 
things that can happen when credit gets tco easy and too attractive. 
There are indications, for example, that some of the commercial pa- 
per houses are a little frightened, and that in many instances dealers 
selling on a nothing-down basis are having to finance their own sales. 

The much maligned “middle way” isn’t such a bad way, after all. 
Easy credit is fine, but too-easy credit can mean too-hard collections, 
and then the whole business can disintegrate as suddenly as the 
Deacon’s masterpiece, and with far more serious results. 
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—Mike and Camera, WRGB-WGY 


“Nurse! Where is my makeup kit? | go on in ten minutes.” 
' 


Fair & Fast 

This is the season of forecast; 
the crystal ball is out and glossy 
and the previews of the future of 
business are coming thick and fast. 
One of the most interesting reports 
on the business mind we’ve seen 
was compiled by American Maga- 
zine, whose publisher, J. B. Scar- 
borough, sent a form letter to sev- 
eral thousand business executives, 
asking their opinion on the tran- 
sition to a shopper’s market, a 
phrase the magazine is now pro- 
moting vigorously. 

The answers came back in sur- 
prising volume, and many of them 
are brief Baedekers on the opera- 
tions of the business in which the 
executives work. 

The general tone of the letters 
is optimistic; many of the busi- 
ness men believe they have gone 
through most of the shakedown. 
The letters have much in common: 
repeatedly price cuts, inventory 
disposal, new models and aggres- 
sive selling are mentioned. The 
phrase “shoppers’ market” won 
wide approval. 


Gag Copy 
This copy is currently running 
in the East for RCA Victor. 


“1 JUST HEARD SPIKE JONES’ 
"DANCE OF THE HOURS’... 


Aad teens moe apeehlnk. Mame aeves told me baat peck thingy 
en Scopete, a Mie Wis OOo GE Wher « wer te make « Being, Great 
“Renee”! Veer tits wil teve it 


(SSc—] RoAVICmR Reconns [=] 


The text begins, “...and it 
leaves me speechless. Mama never 
told me about such things—but I 
wanna be like Spike when I grow 
up. What a way to make a living. 
Grab ‘Dance!’ Your kids will love 
it!” 


TV 

Grosset & Dunlap is now bring- 
ing out “Words: the New Diction- 
ary,” and you will be pleased to 


due. Into the language go: tele- 
genic, simulcast, strato-vision, 
video, scanning, teleview, televise, 
coaxial cable, cathode ray tube 
and televisionary. 

Business gets its quota, includ- 
ing concretize and finalize. The 
jargon of show business is repre- 
sented by: kick, sock, yak, smash, 
legit and boff. 

Radio is responsible for spot, 
spot announcement, newscast, fac- 
simile broadcasting, frequency 
modulation, FM, and continuity. 

Also appearing are aeropulse, air 
coach, Atlantic Pact, Arab League, 
biological warfare, launderette, 
LP, motel, Varityper (sic), virus 
X and xerography. 

The postwar world is also repre- 
sented in the idiom: cold war, 
Cominform, Geiger counter, Iron 
Curtain, stacking, ramjet, psycho- 
somatic medicine and chain re- 
action. 

Since words are what nearly all 
of us make our livings from, it’s 
always interesting to see what 
lexicographers think belongs in the 
compilation. We have a time sep- 
arating the boff from the yak, the 
ramjet from the turbo jet, the 
motel from teleran, and we hope 
your aspect ratio is finalized. 


Sign Language 

In a large and powerful Man- 
hattan agency, some wag had pen- 
ciled a little sign which was 
wedged in the molding over the 
head man’s office door. The sign 
said: 

“You may be right but don’t 
show it.” 


Marquee Notes 
There is quite a bill showing at 
a theater in Queens: 
“Don’t Trust Your Husband” 
“Cover Up.” 


Jottings 

Moore & Alvord, a jovial insur- 
ance firm in Winsted, Conn., re- 
cently published an ad headed, 
“Supposing lightning strikes your 
home tonight,” and offering a mul- 
tiple choice of “Will you be sorry 
( ), burned up ( ), sore as a 
boil ( ), half-protected by in- 
surance ( ), fully protected 
( ). Good idea. M&A’s slogan is 
“Insurance & Besure” . 

An establishment called Parties 
Galore, Inc., has opened in Dallas 
to provide complete service for all 
types of parties, whether for todd- 


know that television has its full|lers, teen-agers or adults... 
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Rough Proofs 


Sears and Ward have reduced 
down payments on appliances, the 
story says. Even with all that 
money in the pants Arno Johnson 
talks about, the reluctant buyer 
still seems to need a little extra 
encouragement. 


Opposing the FCC ban on give- 
away shows, the ABC has de- 
cided to tell it to the judge. Since 
the national policy seems to favor 
giveaways on a world-wide front, 
the U. S. listener ought to be en- 
titled to a little of the gravy. 


According to the Macfadden 
Wage Earner Forum, only 20% 
of women listeners object to radio’s 
singing commercials, a_ startling 
statistic that seems to indicate that 
80% think they sound like music. 


Senator Murray attacked the 
American’ Medical Association’s 
p. r. program, after which the Sen- 
ate buried his socialized medical 
project 60 to 32. The public rela- 
tions effort may not have been so 
bad. 


After reading the New York 
News ad giving the details of its 
huge production operations, the 
average agency production man- 
ager must have given thanks that 
he’s working where he is. 


George D. McKinney says stock- 
ing makers should advertise “to 
shame bare-legged women into 
wearing adornment that will make 
them look more beautiful.” 

Any opinion polls (among men) 
on this subject? 

” 


The hosiery industry is worried 
by bare-legged women, and the 
hat industry frets because so many 
men dislike headgear, but the 
bathing suit makers seem to in- 
terest people more and more as 
they wear less and less. 


An economist would probably 
explain that as bathing suits and 
trunks have become less ex- 
pansive, the manufacturers have 
contrived to make them so at- 
tractive that they’re much more 
expensive. 

7 


After all these years of fighting 
an up-hill battle against traffic 
accidents, the National Safety) 
Council has finally seen the ligh' 
and got Superman of the comic: 
on their side. 

* 


The Barnum & Bailey-Ringlin 
Bros. circus now offers a new ad 
vertising medium. You can get th 
clowns to include your trademar}, 
like Bendix, Life Savers or Ric: 
Krispies’ Snap, Crackle and Po), 
in their daily antics. 

* 


“Housewives and kiddies wh) 
send in their coins and box to} 
want their premiums in a reaso! 
able length of time,’’ warns Reube 
H. Donnelley Corp. 

The dear little kiddies usuall 
want theirs in an unreasonab! 
length of time—say day befor: 
yesterday. 

~ 


“200 stations ready to sell tim: 
for whisky advertising,” repor 5 
the world’s greatest advertisir : 
journal. 

But not on a p.i. basis. 

. 


Chicago baseball writers a ° 
greatly annoyed because Bert Wi - 
son of WIND makes the games :! 


| the Chicago Cubs, National Leagi ° 


tail-enders, sound so interestin 
Don’t they want the fans to hav- 
any fun? 
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In the first 7 months of 1949 


THE PHILADELPHIA INQUIRER 
PUBLISHED MORE THAN 
5 000,000 LINES 

OF CLASSIFIED ADVERTISING’ 


This is almost twice the volume published by the second 
newspaper. THE INQUIRER has been first in classified adver- 
tising in Philadelphia for 19 consecutive years. 


*Source: Media Records 
Both the Inquirer and 2nd paper publish 7 days 


CSPCCHOSCHSOSHHSHOHOHHOHHOSCHOSCOHOOOHOHOOOOOCEESEOEOSESES 


& 


SSSHSOSHSSSSHSHOHOHSHOOSSEOHKSHOHOSEOSSSESO 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnquirer 


Exclusive Advertising Representatives: 


'ED W. LORD, Empire State Bldg., N.Y.C., Lon i 
: + N.¥.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Dr., Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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Public Service Ads 
Up Sharply, Council 
Says in 7th Report 


NEw York—Public service ad- 
vertising rose sharply during the 
past year, according to the Adver- 
tising Council’s report on the 
seventh year of its activities. More 
than 120 requests from private or- 
ganizations and government de- 
partments were screened during 
the year, and 57 of these received 
some degree of support. 

Noteworthy among the council’s 
new campaigns in 1948 were: The 
drive to promote better under- 
standing of the American economic 
System; support of CARE pack- 
ages; cooperation with American 
Heritage Foundation, ‘and the cam- 
paign to raise Armed Forces pres- 
tige. Others aided the Red Cross, 
the sale of U. S. savings bonds, 
forest fire prevention, and student 
nurse recruitment. 

Support of council campaigns by 
all media reached new highs in 
1948, the report states. Business 
papers contributed more than 450 
full pages; magazines, newspapers 
and car cards stepped up their 
support; comic books, company 
publications, outdoor, radio-tele- 
vision, Sunday supplements and 
three-sheets also aided substan- 
tially. 


WNAW Begins Operations 


WNAW has begun operations as 
a 250-watt, daytime station in 
North Adams, Mass., as successor 
to WKOB, which ceased operations 
abruptly earlier in the year. The 
new station is owned by Neal W. 
Welch. General manager and sales 
manager of the new station is 
James H. McKnight, former man- 
ager of WKOB. 


Two Appoint Ad-Co. 


MacDermid, Inc., Waterbury, 
Conn., and True Brite Chemical 
Products Co., Oakville, Conn., have 
named Ad-Co. of New England, 
New Haven, Conn., as advertising 
agency to handle their industrial 
accounts. Trade publications and 
sales promotion literature will be 
used. 


Se2aporcel Names Kahn 


Seaporcel Metals, New York, 
manufacturer of enamel, has re- 
tained George N. Kahn Co., New 
York, for business paper promo- 
tion. Moore & Hamm formerly 
handled the account. 


oe IN THE > 


PANTAGRAPH 


‘Can You Reach 117,000 
People In Central Illinois 


BLOOMINGTON — 

$1,737.40 per capita re- 
tail sales. Annual retail 
sales $60,288,000.* 


*Copr. 1949. Sales Management 
Survey of Buying Power; further 
reproduction not licensed. 


THE PANTAGRALH 


MOOMIMMETON TLL INO! s ; 


i ti 2 ie ‘ia 
REPRESENTED NATIONALLY BY GILMAN, NICOLL & RUTHMAN 


i ~ 


Burgess-Manning Names Day 


Burgess-Manning Co., Liberty- 
ville, Ill, manufacturer of silenc- 
ers and Acousti-Booths, has ap- 
pointed Dudley W. Day director of 
marketing. With the company for 
17 years, Mr. Day will be in charge 
of sales, advertising and public re- 
lations. 


Miller Agency Moves Offices 


Harry M. Miller, Inc., advertis- 
ing agency, moved its offices Aug. 
27 from 22 E. Gay St. to 595 E. 
Broad St., Columbus 15, O. 


Ahrens Appoints Gibson 


Ahrens Publishing Co., New 
York, has appointed George H. 
Gibson Co., New York, to direct 
all the promotion and advertising 
of Hotel Management, Hotel World 
Review, Restaurant Equipment 
Dealer, Restaurant Management 
and Travel America Guide. 


Corhan Bros. Names Hicks 


Hicks Advertising Agency, New 
York, has been retained to handle 
the advertising of Corhan Bros., 
Inc., maker of Cor-Ann lingerie. 


Von Zehle Names Cirone 


Joseph N. Cirone has been named 
head of the real estate division 
of William von Zehle & Co., New 
York agency. He will supervise the 
division’s activities in suburban 
and urban real estate advertising 
and merchandising. 


Names Ormsbee & Gilbert 


Zero Foods, Westport, Conn., has 
named Ormsbee & Gilbert, Mil- 
ford, Conn., to handle its. advertis- 
ing. The agency has moved to larg- 
er offices at 21-23 Daniel St. 


Advertising Age, August 29, 1949 


Tea Bureau Names Giles 


Lawrence Giles, formerly exec- 
utive vice-president in charge of 
sales and advertising of Safeway 
Stores, has been named merchan- 
dising consultant of Tea Bureau, 
Inc., New York. 


‘Journal’ Appoints Myers 


Stanley Myers, who for the past 
five years has been assistant me- 
chanical superintendent of the 
Philadelphia Bulletin, has been ap- 
pointed production manager of the 
Atlanta Journal. 


Formidable? 
Nuts! 
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Plugs Drew Pearson's Game 


M. Wille, Inc., New York, is us- 
ing radio, magazines and a limited 
list of newspapers to promote 
Drew Pearson’s Predict-A-Word 
game, of which Wille is sole dis- 
tributor. A. W. Lewin Co., New 
York, is the agency. 


Hackett Joins Polk 


George O. Hackett, formerly di- 
rector and treasurer of the Spo- 
kane Community Chest, has joined 
the direct mail service department 
of R. L. Polk & Co., Detroit. 


Diamond Match Moves Unit 


The sales executives in the Chi- 
cago sales office of Diamond Match 
Co. have been transferred to the 
company’s general offices in New 
York. Clerical and bookkeeping 
sections of the sales department 
will remain in Chicago. 


Korn Names Prudence Kent 


J. M. Korn & Co., Philadelphia 
agency, has named Prudence Kent 
plans director on food accounts. 
Previously she handled promotions 
for General Foods, New York. 
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More Surgery Color 
Telecasts Promised 


WASHINGTON—Smith, Kline & 
French Laboratories has revealed 
that color telecasts of surgical 
operations will be transmitted 
this year to at least ten medical 
meetings in almost as many dif- 
ferent cities. 

Initial telecasts were made to 
the American Medical Associa- 
tion convention in Atlantic City 


last June. Additional tests are un- 
der way here in conjunction with 
the AMA mid-year session sched- 
uled Dec. 6-9. 

Federal Communications Com- 
mission members and other gov- 
ernment officials witnessed pre- 
liminary broadcasts, originating at 
Johns Hopkins Hospital, Baltimore, 
and beamed to the National Guard 
Armory here through the facilities 
of WMAR-TYV, Baltimore. 

The equipment was developed 
and manufactured by the research 


Maybe it isn’t as tough as it looks. 


For example: A manufacturer 

of facial tissues faced a price war 
from competitors and buying 
resistance from inventory-conscious 


retailers in St. Louis.* 


He thought he had a formidable 


problem...until his agency called in 


Radio Sales. 


The Radio Sales Account Executive 
(just back from a see-for-himself 
trip to St. Louis) drew on his 

vast fund of first-hand experience to 
give the manufacturer inside 
information on exactly how “The 
Housewives’ Protective League” 

on 50,000-watt KMOX could func- 


tion as his sales weapon. 


The manufacturer bought. 
And the HPL sold. In six weeks, 
sales jumped 222%! 


If you think you have a tough 
nut to crack in any—or all—of 
thirteen of your best markets, 
call in your Radio Sales Account 
Executive. His regular visits 

to each station he represents give 
you face-to-face facts on how to 


lick your competition... fast. 


RADIO SALES 


Radio and Television Stations 
Representative...CBS 


Radio Sales represents the Columbia Pacific Network 

and CBS stations in thirteen of the country’s richest 
cities - ranking first*, second, third*, fifth*, seventh, eighth, 
tenth, twelfth, fifteenth, thirty-second*, fortieth, fifty- 
second*, and seventy-fourth* in total annual retail 

sales. (*And the best TV station, too, in these markets.) 


*Another real life story. 
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and engineering division of CBS. 

Color demonstrations are 
planned during the next year in 
Denver, Chicago, New York, At- 
lanta, St. Louis, Boston, Fort Worth 
and San Francisco in addition to 
Washington. 


Horton Appoints McConnell 


E. Hoey McConnell has been “ap- 
pointed advertising and sales pro- 
motion manager of Horton Mfg. 
Co., Fort Wayne, Ind. L. F. Kor- 
anda has been named assistant 
sales manager and Robert Griffin 
has been appointed a divisional 
sales representative. Horton re- 
cently purchased the home laundry 
equipment division of J. L. Jacobs 
Co. (AA, July 18). 


Willson Show Launched 


The “Meredith Willson Show” 
has begun a six-week series on 
NBC, Thursdays, 8 p. m., EDT. The 
program, sponsored by General 
Foods Corp., takes over the time 
spot of the still vacationing “Ald- 
rich Family,” which returns to the 
network Oct. 6. GF also sponsors 
“The Aldrich Family.” 


A REPORT ON 
THE CIRCULATION 
OF LOS ANGELES 
PAPERS IN 

LONG BEACH, 
CALIFORNIA 


FOR MANY years the 
circulation of Los Angeles 
newspapers in Long Beach 
(the county’s second great 
metropolis) has remained 

a moot question. Such 

is no longer the case; now 
we know the facts. And because 
we feel that you, too, should 
know, we invite your careful 
analysis of the chart below! 


LONG BEACH PRESS-TELEGRAM 68 % 


2nd L.B. 
PAPER 


LOS ANGELES 


PAPER “‘A’’ 
\ LOS ANGELES 
Vm \3°/e PAPER “B’’ 
4”, LOS ANGELES 
© PAPER “C’ 
Z LOS ANGELES 
3°/e paper “0 


LOS ANGELES 
oY e 

52 % Y 5 /e PAPER “E”’ 
LEGEND 


‘fi: % of Long Beach 
00°/. newspaper audience 


% duplicated by 
L. B. Press-Telegram 


(All fig rom impartial survey 
by Publication Research Service 
| Chicago, Ill.) 
OBVIOUSLY —in ‘ong Beach the 


Press-Telegram can do the job alone! 


Long Beach, California 


epresentec ationally by 


CRESMER & WOODWARD, Inc. 
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Expects Frozen Food Sales 
to Show Increase in ‘49 

This year’s frozen food sales are 
expected to top $500,000,000 by the 
end of 1949, according to E. W. Wil- 
liams, publisher of Quick Frozen 
Foods. A sales volume of $575,000,- 
000 is anticipated, with $75,000,- 
000 expected for juice concentrates. 
Last year total sales amounted to 
$370,000,000, $18,000,000 being in 
orange juice concentrates. This 
year 95,000 stores carry frozen 
foods, a 20% increase over 1948. 


Galbraith Names Pyle 

William Pyle, formerly adver- 
tising manager of Fred Meyer, Inc., 
chain of stores in Oregon, has been 
named manager of Galbraith En- 
terprises, Portland, Ore., a com- 
mercial photographic company. 


AAAS WARES | 


Te AMERICAN LABEL CO. 


icogo 14, Wtinois 


16 Agencies Bid 
for Tea Account 


New YorK—Sixteen agencies are 
making presentations to the Tea 
Bureau, Inc., which plans to re- 
sume advertising this fall after 
a lapse of nine years (AA, Aug. 
15). No decision with respect to 
appointment of an agency is ex- 
pected to be made “for several 
weeks,” AA was told. 

During the late ’30s, the bureau 
spent about $1,000,000 annually for 
advertising through William Esty 
& Co., which is not among the cur- 
rent contenders for the bureau’s 
account. The bureau apparently no 
longer sticks to $5,000,000 in an- 
nual billings as a criterion, and 
presumably has waved the re- 
quirement that an agency prefer- 
ably may not have a “competing 
(soft) beverage account.” 

Agencies making presentations 
are: Biow Co.; Brisacher, Wheeler 
& Staff; Leo Burnett & Co.; Dan- 
cer-Fitzgerald-Sample; Ellington & 
Co.; Charles W. Hoyt Co.; Cc. J. 


LaRoche & Co.; Al Paul Lefton 
Co.; J. M. Mathes, Inc.; McCann- 
Erickson; L. E. McGivena & Co.; 
Newell-Emmett Co.; Ruthrauff & 
Ryan; St. Georges & Keyes; J. Wal- 
ter Thompson Co., and Walter 
Weir, Inc. 


Holeproot Names Dibble 


Gordon Dibble, formerly with 
Mutual Life Insurance Co. and 
Marshall Field & Co., has been ap- 
pointed marketing director of the 
men’s hosiery division of Hole- 
proof Hosiery Co., Milwaukee, suc- 
ceeding Charles Holck, who was 
recently named assistant to the 
general sales manager. Mr. Dibble 
will make his headquarters in 
Marietta, Ga. 


Wagner Appoints Orrick 

H. C. Orrick Jr., chief engineer, 
has been named acting general 
manager of the Wagner Mfg. Co., 
Cedar Falls, Ia. He will fill the va- 
cancy left by the retirement of A. 
A. Hobart, president and general 
manager of the company. The com- 
pany makes Wagner Ware, cast 
aluminum and cast iren cooking 
utensils. 


_..TO SCOOP SALES 


IN NEW ORLEANS 


SCOOPING SALES is routine with the heavy-hauling, 
geared Times-Picayune and New Orleans States. . . . 


Witness the constant, profit-minded endorsement of these 
newspapers by retail display advertisers . . . close to the 
market, close to the media . . . keen to advertising results! 


In the first six months of 49 . . . they placed 7,271,378 
lines of advertising in The Times-Picayune ... only one 
other morning newspaper in the U. S. carried more! 


And the evening States’ story in retail advertising—run- 
away growth of more than 2 million lines since 1940! 


Scooping sales in New Orleans? . . . Here’s your one- 


cost answer . 


. . in The Times-Picayune and States (daily, 


combined 270,636), or the Sunday Times-Picayune States 


(281,710)... . 


Ask Jann & Kelly, Inc., today. 


Lineage from Media Records 
Circulation A. B. C. Publisher's Statement 3 Months Ending March 31. 1949 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
Moving in different directions ! 


The August issue of “Ford Times” carries an illustrated story about 
Chester Foust, president of Lincoln County Motors, and his new “cus- 
tomer service” plan of testing ore specimens for uranium for anyone 
who has atomic mining fever. And Chester, one-time Chicago agency 
exec, says the story and pix are ample explanation of why he lives in 
Carrizozo, N. M., and shuns the “cardiac-and-ulcer league”. . . 

Charles T. Coiner, vice-president and art director of N. W. Ayer & 
Son, will be one of eight members of a judging panel which will select 
the winners of the National Amateur Painters’ competition on Nov. 1... 

Roy Sper, promotion manager of Sports Afield, was married Aug. 
26 to Jerry Heringman, editor of Viking Press. The newlyweds will take 
a 10-day honeymoon trip by car through the White Mountains and 
along the Maine coast. . . 

Marjorie Cooney, director of women’s activities at WSM, Nashville, is 
on a six-week tour of Ireland, England, France, Switzerland and Italy. 
Combining business With pleasure, she will interview European celeb- 
rities in the fields of art, literature and dress design. . . V. Montero-Diaz, 
treasurer and account executive of Robert Otto & Co., New York, is on 
a business trip to the West Indies and Venezuela. . . 

The Southern California Broadcasters Association will hold its an- 
nual Whindig at the Oakmont Country Club, Glendale, on Oct. 4. 
Haan Tyler, KFI-TV, Los Angeles, is chairman of the event, which 
includes a blind bogey 
golf tournament and 
banquet. . . 

It looks as though 
Horace H. Nahm, pres- 
ident of Hooven Let- 
ters, Inc., has a life- 
time job as chairman 
of the New York Ad- 
club’s committee in 
charge of the advertis- 
ing and selling course. 
He’s just been named 
for his fourth consec- 
utive term. . . Harold E. 
Maples, vice-chairman 
and gen’l manager of 
Albert Frank-Guen- 
ther Law, New York, 
is recuperating at his 
home in Closter, N. J., 
following a serious op- 
eration. . . 

John F. Patt, v.p. and 
manager of WGAR, 
Cleveland, is on a six- 
week vacation in 
Europe with his family. . . And Lawrence L. Shenfield, president of 
Doherty, Clifford & Shenfield, New York, is in Italy visiting his 
son, Lawrence W., vice-consul in the foreign service of the State 
Department. .. When Phil Klein, chairman of Philip Klein Advertising 
Agency, left for a European trip with his family, he was wearing a 
beard, but he took along a beardless photo just in case he shaves 
while abroad. . . 

Charles “Chick” Freeman, WLS sales manager, is working nights— 
but not on sales problems. As treas. of Chicago’s Western Advertising 
Golfers’ Association, he’s burning the midnight oil figuring out signa- 
tures on service checks at the various golf clubs, so the right golfers 
will get the right statements. . . 

Swimming, golf, sports contests, professional entertainment, dinner 
and dancing are on the agenda for the annual outing of the Maryland 
Industrial Marketers, Baltimore chapter of NIAA. It’s set for Sept. 13 
at the Annapolis Road’s Club, with Tom May, ad manager of Anchor 
Post Products, as chairman. . . 

Happiest golfer in Michigan is Don Collins, advertising director of 
Hastings Mfg. Co., Hastings, Mich., who displayed his hole-in-one tech- 
nique recently by scoring an eagle on a 183-yard straight-uphill hole on 
the Hastings Country Club course. Witnesses included Ralph Roberts and 
Ray Sweeney of Keeling & Co., Indianapolis agency, and Fred Wenck of 
Farm Journal... 

Manager Mort Werner of KVEN, Ventura, Cal., is making calls on 
crutches these days. He suffered a broken leg in a fall from a ladde: 
while painting his home. .. Aubrey Ison, manager of KAHG, Pasadena 
is back on the job after spending several months in England with hi: 
British bride. . 

Arthur B. Wallace, nat’] ad manager of the Journal, Portland, Ore. 
and Mrs. Wallace are parents of their first child, John Alan, borr 
Aug. 13. The Wallaces celebrated their 16th wedding anniversary thi: 
summer. . . “The Betty Betz Career Book,” to be published Sept. 15 b 
Grosset & Dunlap, contains the advice of 88 experts, who were asked t: 
contribute tips to teen-agers on how to prepare for various busines: 
careers. Among contributors are Ben Duffy, president of Batten, Barton 
Durstine & Osborn; Steve Hannagan, publicity, and Paul Garrett, v.p 
of General Motors. . . 

Ted H. Factor, head of the Ted H. Factor Agency, Los Angeles, i 
having the agency’s offices remodeled and redecorated by way o 
celebration of its 13th anniversary. . . In Dayton, O., Hugo Wagensei 
was host at an informal open house Aug. 18 in the new suite of office 
Hugo Wagenseil & Associates has taken in the Talbott Bldg., where th 
agency’s personnel have been scattered around in the past. . . 

A new course in store modernization will begin Sept. 19 at Bosto: 
University Evening College of Commerce, under the direction o 
Russ Maintain, president of Maintain Store Engineering Service, Bostor 
The store is open to retailers or those who contemplate entering th: 
retail field, and will cover food, drug, hardware and variety store 
and specialty shops. . . 

R. H. Bacon, v.p. of Kreicker & Meloan, Chicago industrial ad agency 
and president of R. H. Bacon & Co., has been elected president of th: 
Chicago Technical Societies Council for 1949-50. The society is a grou} 
of about 50 scientific, engineering and technological societies represent 
ing about 18,000 members. . . 


BERMUDA HOLIDAY—Mrs. Margaret M. Young, For- 

tune copywriter, checks air routes to Bermuda with 

John Wiley, chairman of the board of Fuller & Smith 

& Ross, New York, prior to take-off time. She was the 

lucky winner of a two weeks’ vacation trip for two 

with all expenses paid in the Greater New York 
Fund’s vacation contest. 
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“I Invariably Check with 


Advertising Age’ 


Says J. W. ALSDORF, 


‘ 


President 


CORY CORPORATION 


“I invariably check with my current issue 
of Advertising Age before our regular weekly 
sales and advertising meetings, and have 
always found this quite beneficial as it per- 
mits me to compare our advertising strategy 
with the current plans and promotions of 
others in industry. I find it an accurate, 
up-to-the-minute guide to what’s going on 
and who is doing things, and its friendly, in- 
formal style is mighty inviting to read. That’s 
why Advertising Age is always on the confer- 
ence table to help us double check the latest 


information available in advertising.” 
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J. W. ALSDORF 


After attending the Wharton School of Finance, Mr. Alsdorf 
entered the export business with The A. J. Alsdorf Corporation 
in 1934. Some six years later he was made President and Director 
of the company, and he still occupies this position. In addition, 
he is President and Director of the following companies: Condor 
Motors, Inc., Cory Corporation, Fresh’nd Aire Company, and 
Cory Corporation (Canada) Ltd. He is also President and 
Director of the National Housewares Mfg. Association of Chi- 
cago, and President and Director of the Alsdorf Foundation 
engaged in charitable and civic work, and a member of the 
Episcopal church. A member of several clubs, Mr. Alsdorf lists 
his hobbies as being poker, tennis, golf, swimming, breeding 
Great Danes, and deep sea fishing. Married, Mr. Alsdorf lives in 
Wilmette with his wife, the former Barbara Brach, and their 
three children. 
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GMA Schedules Meetings 


The 1950 mid-year meeting of 
the Grocery Manufacturers of 
America will be held at the Green- 
brier, White Sulphur Springs, W. 
Va., June 29-July 1. The 4lst an- 
nual meeting, announced recently, 
will be held Nov. 14-16, 1949, at 
the Waldorf-Astoria, New York. 


New TV Glass Developed 

Allegheny Ludlum Steel Corp., 
Pittsburgh, has introduced a new 
glass, called Telemet, which “will 
permit metal-glass picture re- 
ceiver tubes to be produced at sub- 
stantially lower prices.” 


More Market Info 
for Public Urged 


New YorK—Advertisers should 
provide more information on mar- 
keting in any educational materials 
which they produce, according to 
recommendations of the Com- 
mittee on Consumer Relations in 
Advertising. Based on its continu- 
ing study of business-sponsored 
educational materials, the com- 
mittee believes an explanation of 
a company’s marketing setup 
would make for a better apprecia- 


| J. ABRAMS CO. 
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FRAME YOUR DISPLAY ADS Well Styled Frames 


For Your Point of Purchase Displays To Your Speci- 
fications. The facilities of the most versatile picture 
frame, woodworking and finishing plant in the country 
are available to help you solve your display problems. 
400 N. MAY ST. * CHICAGO * MO 6-4411 
230 5th AVE. * NEW YORK * MU 9-7686 


tion of advertising, and that agen- 
cies should so inform clients. 

A more complete understanding 
of production and _ distribution, 
states the committee, would stifle 
much of the unjust criticism now 
directed at marketing. Accord- 
ingly, the committee urges that all 
business-sponsored materials treat 
with these subjects. 

To assist the project, the com- 
mittee provides an outline about 
which to build a story of product 
sale and distribution. 


Remington Rand Ups Browne 


William R. Browne, account 
manager in charge of commercial 
and portable typewriter adver- 
tising, has been appointed sales 
promotion manager of the dealer 
sales division of Remington Rand, 
Inc., New York. 


Appoints Photostory 


Photostory, Los Angeles, has 
been appointed by the Los Angeles 
County Fair to direct publicity for 
the 22nd annual showing of the 
fair at Pomona, Cal., Sept. 16- 
Oct. 2. 


New Company Will 
Collect All Food 
Coupons for Fee 


MINNEAPOLIS—After a six-month 
test in Minneapolis, Clearcoup 
Corp. plans to launch its food cou- 
pon redemption service on a na- 
tional basis. 

The redemption service is de- 
signed to meet the complaints of 
grocers who feel that coupons are 
a time-consuming nuisance, which 
often results in a financial loss. 

Clearcoup Corp. will send repre- 
sentatives to call on all grocers at 
regular intervals, accept all cou- 
pons of participating companies 
and pay the grocer full face value. 
Clearcoup then will sort and return 
coupons of cooperating companies, 
and bill the company for the re- 
demption value plus a_ service 
charge. 


ws Ray Baron, president of Clear- 
coup Corp., noted that couponing 
has lost prestige because many 


What makes a newspaper great? 


Let me cawl you sweeeet-hearts 


['m in luvv with youuuuuuuu:** 


In quavering soprano, booming 
baritone and slate-pencil treble the 
melody drifts out on the soft night 
air. Under the hot white light of the 
bandstand, perspiring musicians 
sway to the familiar rhythm of the 


old waltz... 


Let me hear you whis-purrt? 


That you luvvv me tooo00--* 


Minneapolis is singing again, as 
she’s sung every summer for 27 
years. Sprawled in shirtsleeves on 
the cool grass or resting on benches 
under the stars, 10,000 good neigh- 
bors chorus the old songs at Powder- 
horn Park while the band plays on 
...and the kids lap at ice cream 


derful time. 


cones .. . and everybody has a won- 


Tomorrow night it’ll be Windom 
Park’s turn to sing . . . and Loring’s 
the next night, with thousands more 
of the Upper Midwest’s singing-est 
citizens coming to “all join in” at 
this traditional and beloved summer 
pastime, the 8-week series of band 
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enthusiasm, attendance and conduct. 


And when the last note of the last 


song of summer fades away, there’ll 
be some 250,000 happy singers who 
will agree... 
fun than an old-fashioned com- 
munity sing...and there never 
were better people to live and work 
and sing with...and there never 


there never was better 


concerts and community sings jointly 
sponsored since 1920 by the Min- 
neapolis Park Board, the Minneap- 
olis Musicians’ Association and the 
Minneapolis Star and Tribune. 
There’ll be song sheets and pro- 
grams thoughtfully provided by 
these friendly newspapers. And 
there’ll be handsome trophies, too, 
awarded twice this year as usual by 
the Minneapolis Star and Tribune 
to park communities that score 
highest during the season in audience 


were better neighbors than these 
two newspapers that work hard to 
contribute to the spirit and unity, 
pleasure and progress of a great 
region and its people. 


Minneapolis 
Star 2zxd Tribune 


EVENING MORNING & SUNDAY 


585,000 SUNDAY: 465,000 DAILY 


JOHN COWLES, President 
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grocers who redeem coupons for 
customers often suffer losses when 
manufacturers neglect to redeem 
the coupons and, in addition, the 
merchant frequently has important 
sums of money tied up in coupons 
for weeks at a time. 

The service, therefore, will elim- 
inate the grocer’s loss and relieve 
the manufacturer of the clerical 
work and coupon-collecting opera- 
tion. 

Following the successful Minne- 
apolis test, the Clearcoup directors 
have decided to expand operations 
by licensing individuals in other 
states, permitting them to carry 
on as subsidiary organizations. 
Clearcoup, which has copyrighted 
the idea, now is engaged in setting 
up franchise rules, establishing 
license fees and screening appli- 
cants. 

The Fadell Co., Minneapolis 
agency, has been named to handle 
Clearcoup’s advertising and pro- 
motion. 


Cole Appoints Kaufman 


Cole Products Corp., Chicago, 
has appointed Kaufman & Asso- 
ciates, Chicago, as merchandising 
and advertising counsel for the 
Cole-Spa Hermetic 3-Flavor bev- 
erage cup dispenser. Magazines, 
newspapers and trade publications 
will be used, with television, radio 
and one-minute movies to be 
added later. 


Agency Adds Benedict 

W. E. Benedict, who formerly 
operated his own agency, has been 
added to the executive staff of 
Alfred J. Silberstein, Bert Gold- 
smith, Inc., New York. Prior to 
owning his own agency, Mr. Bene- 
dict was advertising manager of 
the Nashua division of Textron, 
Inc., and Callaway Mills, Inc. 


Yardley Names Blakely 

Thomas Blakely, formerly crea- 
tive chief of McKim Advertising, 
has been named advertising man- 
ager of Yardley of London (Cana- 
da) Ltd., Toronto, effective Sept. 
1. The Yardley advertising is han- 
dled by McKim. 


Pettey to Head Parx 

Herbert L. Pettey, director of 
Station WMGM, will resign Aug. 
31 to become president of Parx 
Products, New York. He will con- 
tinue as an adviser of WMGM. Mr 
Pettey joined WMGM (then WHN) 
in 1936. 
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New Life Insurance 
Advertising Breaks 
in 421 Newspapers 


New YorKk—The Institute of Life 
Insurance launched a new cam- 
paign this week, using 421 news- 
papers to give data on life insur- 
ance and boosting the American 
tradition of individual opportunity. 

Stressing public service, each 
ad in the series will present “An- 


IF YOU SELL A SUPERIOR PRODUCT 
and want evidence to prove it 


Past talk and gestures will sell can 
openers to housewives but facts and 
,data are needed to sell to level-headed 
business men. You can get quantitative 
data on properties or performance 
characteristics by contacting Rocky 
Mountain Research, Inc. Describe your 
product and let us suggest sales points 
which would aid you. Complete chemi- 
cal, physical, microscopical, bacteriolog- 
ical and biological laboratories. 


ROCKY MOUNTAIN 
RESEARCH INCORPORATED 
1020 Yuma Denver 4, Colo. 


other do-it-yourself American,” 
carrying a thumbnail sketch of a 
typical American who succeeded 
by grasping opportunity. Each ad 
will also carry a box called “It’s 
a Fact About Life Insurance,” 
which answers one specific ques- 
tion about life insurance. 

The campaign will use news- 
papers in 263 cities, as well as five 
farm publications. The newspaper 
ads will be 1,000 lines in larger 
cities, 750 lines in smaller cities. 


Pan American Names Marsh 

Willard W. Marsh, a member of 
the public relations department 
of Boeing Airplane Co., Seattle, 
has been appointed public rela- 
tions representative of Pan Ameri- 
can World Airways in the Pacific 
Northwest and Alaska, effective 
Sept. 1. He succeeds Maria Swan- 
son, resigned. 


Appoints Croot Agency 
Passaic-Clifton National Bank 
& Trust Co., Passaic, N. J., has 
named Samuel Croot Co., New 
York, to handle its public rela- 
tions and advertising. Newspapers, 
radio and direct mail will be used. 


Classified Admen to Meet 


The Western States Conference, 
a division of the Association of 
Newspaper Classified Advertising 
Managers, will be held at the Hotel 
Stockton, Stockton, Cal., Oct. 30- 
31. Clarence Diffenderfer, classi- 
fied advertising manager of the 
Stockton Record, is general chair- 
man. 


WLOL Appoints Nemer 


Samuel N. Nemer has been ap- 
pointed sales manager of Station 
WLOL, Minneapolis and St. Paul, 
succeeding C. T. Hageman, who 
was recently named general man- 
ager of the station. 


Leat Brands Promotes Coe 


Oscar Coe has been named di- 
rector of sales of Leaf gum, a 
division of Leaf Brands, Inc., Chi- 
cago. He has directed the merchan- 
dising activities of Leaf for the 
past two and a half years. 


Hurlbut to ‘Star-Ledger’ 


John F. Hurlbut, formerly pro- 
motion manager of Station WSYR, 
Syracuse, has joined the Newark 
Star-Ledger in a similar capacity. 


WASHINGTON—Out in Dallas and 
Ft. Worth, department store sales 
during the week of Aug. 12 were 
2% above the volume during the 
same week a year ago, but else- 
where the picture was uniformly 
bleak. Sales for the entire U. S. 
were off 16%. 

As with every week in the past 
two months, department store sales 
fell a little farther behind those 
for the corresponding week of 
1948. 

The sales index (1935-39 equals 
100) for the week of Aug. 13 was 
213. The index figure for the same 
week last year was 258; for 1947 
it was 225 and for 1946, 255. Thus, 
the 1949 sales are lagging well be- 
hind sales for the same week in 
each of the past three years. 

The strongest areas in recent re- 
ports, however, are the Southwest 
and West Coast. Unlike the early 
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60,000 reports a year, from families of every type, give Panel subscribers not only 


exclusive sales facts, but dependable TREND LINES for those facts 


5,000 families under glass! 


Wouldn’t it be worth a lot to look 
in once a month and see just exactly 
who your customers are... 
they are doing? Especially just now, 
when sales come a little harder! 


To know promptly the percentage of 
your market each competing brand 
holds? How many new customers you 
are adding? How many of these you 
keep? Who gets the customers you lose? 

To know just where your new sales 
come from? Whether deals or premiums 
or contests actually are paying off? 

And what of America’s great new 
middle class . . . the millions of families 
who have moved up several notches in 
income without changing their habits 
to match? Are you sure you are getting 
your share of that new sales potential? 


5,000 scientifically chosen customers of Panel subscribers 


what 


suspected! 


around the world. 


Trade reports can’t answer such ques- 
tions. Nor can a one-time consumer sur- 
vey. But the continuing monthly re- 
ports of the J. Walter Thompson Con- 1. The base is a 5000-family sample of the 
sumer Panel can supply these and many 
more facts. And supply them prompily! 

What’s equally important, this ““mov- 
ing picture”’ of a business can be stopped 
in motion .. . this look behind the scenes 
often can reveal critical sales problems 3. Every purchase (of the products in- 
which otherwise might not even have been 


The Consumer Panel is only one of 
the many unusual services available to 
our clients. May we tell you more about 
it? There is no obligation, of course. 
The J. Walter Thompson Company, 420 
Lexington Ave., New York 17, N. Y. 
Twenty-two other offices in strategic cities 
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DO “‘live under glass.’ The Panel takes a continuous 
*‘motion picture’’ of what they buy and where they buy it. | 
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The J.W.T. CONSUMER PANEL 
offers these unique advantages: 


whole United States, covering all fam- 
ily types and all marketing areas. 

2. The monthly reports from these fami- 
lies are based not on opinion, not on 
memory . 


a daily diary. 


. - but on FACT as recorded in 


cluded) is recorded, and the place of 
purchase shown. . 
chains, syndicate stores, house-to- 
house, cooperatives, etc. 


. including major 


4. Because the results are a continuous 
record of the buying habits of the same 
families, they can be analyzed as case 
histories . . 
the facts on repeat sales, results from 
deals and premiums, etc. 


5. This information is available to one man- 
ufacturer only in each product field, 


. which mirror accurately 


Federal Reserve Figures on Department Store Sales 
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DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Aug. 13, ’49*p213 
Week to Aug. 14, ’48*..258 
Week to Aug. 6, ’49*...228 
Week to Aug. 7, ’48*...261 
Month of June, ’49*...p267 
Month of June, ’48*.....289 


-| pPreliminary. 
‘] *Not adjusted seasonally. 


summer reports when these two 
areas showed greatest losses from 
year to year, they now appear to 
have picked up. 

Greatest district losses were re- 
corded by the Cleveland, New 
York and Boston districts, in that 
order. Unemployment in a num- 
ber of New England cities is up, 
and the uncertainty over steel and 
automobile wages may exert some 
influence on department store sales 
in the western Pennsylvania and 
Ohio regions. 

Largest declines reported were 
the 26% dollar volume losses in 
Toledo and Rochester, with New- 
ark showing a 25% decline. For 
most of the other districts and 
cities, except those in the West 
and Southwest, losses were in the 


15% to 20% range. 

% Change from 1948 

Week Ending 
Federal Reserve July Aug. Aug. 

District and City 30 6 1 
UNITED STATES ...... —il 
Boston District ............... 7 —7 —20 
New Haven .. 


aaa —2 —4 —20 
Springfield _................. —18 —18 —22 
PrOVIGENCE  200000000000020 —24 —ll —20 
New York District ...... —13 —il4 —2I1 
Newark ........... 
Buffalo ...... 
New York 
Rochester 
Syracuse 
Philadelphia District .. —14 r—l4 —1l7 
Philadelphia ............... —14 r—16 —20 
Cleveland District —16 —15 —22 
PIO. wicevinnnn —16 —18 
Cincinnati —14 —21 
Cleveland .. —13 —21 
Columbus —17 —14 
co a an r—9 —26 
PRRRINGTED secession —16 —17 —24 
Richmond District 5 —M —Ili 
Washington .. —14 —15 
Baltimore ........ —ll —20 
Atlanta District —s —tI4 
Birmingham .. —12 —20 
BE. ctrnnianentnnts —9 ° 
pe as —12 —17 
New Orleans ...... —3 —9 
Nashville ............. . —12 —19 
Chicago District ; —l —t1li 
SS eee 3 —10 —16 
Indianapolis _...... —15 —18 
NOTE  cnwepichaningsmintons —12 —19 
Milwaukee  .........:cc0000 —ll —2!i 
St. Louis District .......... —t1 —12 —Il!1 
Little BROCK ..cocccceccesecese —15 —8 —14 
ee —ll —19 —IlI 
Se, BES  cinaimemanivs —ll —ll —10 
eee —15 —14 —13 
Minneapolis District .. —12 —10 —1li 
Minneapolis ................ —8 —5 —13 
eee —19 —8 —24 
Duluth-Superior ........ —9 —7 —24 
Kansas City District... —14 —16 —I6 
ee eee --22 —19 
Wichita ...... —ll —l'7 
Kansas City .. —17 —lf 
St. Joseph —25 , 
Oklahoma City .......... —15 —13 —1l2 
yn een —18 —1! 
Dallas District —ll r—i 
Dallas ............ —15 
Fort Worth : —7 ‘ 
Houston. ......... —10 —1: 
San Antonio —10 — 
San Francisco District. —7 r—12 —* 
Los Angeles Area... —6 —18 —1' 
Oakland. ........0.+ . —T —2 — 
San Francisco —5 —1 — 
Portland ......... .—12 —14 — 
Salt Lake City .......... —18 —18 —!1 
OS ee —1 —1 — 
r—Revised 


*Data not ‘available. 


Maercklein Opens Agency 


Robert W. Maercklein, former]; 
account executive of Allen Riese] 
bach Advertising Agency and Ervi) 
R. Abramson, Advertising, ha 
opened his own agency, Robert W 


Maercklein Advertising, at 80° 
N. Third St., Milwaukee 3. 
F&S&R Appoints Kane 

C. Lawrence Kane, former! 


with Phil Gordon Agency, has bee 
appointed assistant art director ) 
the Chicago office of Fuller < 
‘Smith & Ross. 


Gruen Appoints Braude 
A. S. Braude has been appointe: 
assistant sales manager of Grue! 


Watch Co., Cincinnati. 
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New Life Insurance 
Advertising Breaks 
in 421 Newspapers 


New Yorkx—The Institute of Life 
Insurance launched a new cam- 
paign this week, using 421 news- 
papers to give data on life insur- 
ance and boosting the American 
tradition of individual opportunity. 

Stressing public service, each 
ad in the series will present “An- 


IF YOU SELL A SUPERIOR PRODUCT 
and want evidence to prove it 


Past talk and gestures will sell can 
openers to housewives but facts and 
data are needed to sell to level-headed 
business men. You can get quantitative 
data on properties or performance 
characteristics by contacting Rocky 
Mountain Research, Inc. Describe your 
product and let us suggest sales points 
which would aid you. Complete chemi- 
cal, physical, microscopical, bacteriolog- 
ical and biological laboratories. 


ROCKY MOUNTAIN 
RESEARCH INCORPORATED 
1020 Yuma Denver 4, Colo. 


other do-it-yourself American,” 
carrying a thumbnail sketch of a 
typical American who succeeded 
by grasping opportunity. Each ad 
will also carry a box called “It’s 
a Fact About Life Insurance,” 
which answers one specific ques- 
tion about life insurance. 

The campaign will use news- 
papers in 263 cities, as well as five 
farm publications. The newspaper 
ads will be 1,000 lines in larger 
cities, 750 lines in smaller cities. 


Pan American Names Marsh 

Willard W. Marsh, a member of 
the public relations department 
of Boeing Airplane Co., Seattle, 
has been appointed public rela- 
tions representative of Pan Ameri- 
can World Airways in the Pacific 
Northwest and Alaska, effective 
Sept. 1. He succeeds Maria Swan- 
son, resigned. 


Appoints Croot Agency 
Passaic-Clifton National Bank 
& Trust Co., Passaic, N. J., has 
named Samuel Croot Co., New 
York, to handle its public rela- 
tions and advertising. Newspapers, 
radio and direct mail will be used. 


Classified Admen to Meet 


The Western States Conference, 
a division of the Association of 
Newspaper Classified Advertising 
Managers, will be held at the Hotel 
Stockton, Stockton, Cal., Oct. 30- 
31. Clarence Diffenderfer, classi- 
fied advertising manager of the 
Stockton Record, is general chair- 
man. 


WLOL Appoints Nemer 


Samuel N. Nemer has been ap- 
pointed sales manager of Station 
WLOL, Minneapolis and St. Paul, 
succeeding C. T. Hageman, who 
was recently named general man- 
ager of the station. 


Leat Brands Promotes Coe 


Oscar Coe has been named di- 
rector of sales of Leaf gum, a 
division of Leaf Brands, Inc., Chi- 
cago. He has directed the merchan- 
dising activities of Leaf for the 
past two and a half years. 


Hurlbut to ‘Star-Ledger’ 


John F. Hurlbut, formerly pro- 
motion manager of Station WSYR, 
Syracuse, has joined the Newark 
Star-Ledger in a similar capacity. 
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WASHINGTON—Out in Dallas and 
Ft. Worth, department store sales 
during the week of Aug. 12 were 
2% above the volume during the 
same week a year ago, but else- 
where the picture was uniformly 
bleak. Sales for the entire U. S. 
were off 16%. 

As with every week in the past 
two months, department store sales 
fell a little farther behind those 
for the corresponding week of 
1948. 

The sales index (1935-39 equals 
100) for the week of Aug. 13 was 
213. The index figure for the same 
week last year was 258; for 1947 
it was 225 and for 1946, 255. Thus, 
the 1949 sales are lagging well be- 
hind sales for the same week in 
each of the past three years. 

The strongest areas in recent re- 
ports, however, are the Southwest 
and West Coast. Unlike the early 


Wouldn’t it be worth a lot to look 
in once a month and see just exactly 
who your customers are . 
they are doing? Especially just now, 
when sales come a little harder! 


To know promptly the percentage of 
your market each competing brand 
holds? How many new customers you 
are adding? How many of these you 
keep? Who gets the customers you lose? 

To know just where your new sales 
come from? Whether deals or premiums 
or contests actually are paying off? 

And what of America’s great new 
middle class . . . the millions of families 
who have moved up several notches in 
income without changing their habits 
to match? Are you sure you are getting 
your share of that new sales potential? 


5,000 scientifically chosen customers of Panel subscribers 


. . what 


suspected! 


around the world. 


Trade reports can’t answer such ques- 
tions. Nor can a one-time consumer sur- 
vey. But the continuing monthly re- 
ports of the J. Walter Thompson Con- 
sumer Panel can supply these and many 
more facts. And supply them promptly! 

What’s equally important, this ““mov- 
ing picture”’ of a business can be stopped 
in motion... this look behind the scenes 
often can reveal critical sales problems 3 
which otherwise might not even have been 


The Consumer Panel is only one of 
the many unusual services available to 
our clients. May we tell you more about 
it? There is no obligation, of course. 
The J. Walter Thompson Company, 420 
Lexington Ave., New York 17, N. Y. 
Twenty-two other offices in strategic cities 
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60,000 reports a year, from families of every type, give Panel subscribers not only 


exclusive sales facts, but dependable TREND LINES for those facts 


5,000 families under glass! 


Y 


DO “live under glass.’’ The Panel takes a continuous 
*‘motion picture’ of what they buy and where they buy it. | 
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The J.W.T. CONSUMER PANEL 
offers these unique advantages: 


1. The base is a 5000-family sample of the 
whole United States, covering all fam- 
ily types and all marketing areas. 


2. The monthly reports from these fami- 
lies are based not on opinion, not on 
memory . 
a daily diary. 

Every purchase (of the products in- 
cluded) is recorded, and the place of 
purchase shown... 
chains, syndicate stores, house-to- 
house, cooperatives, etc. 


. - but on FACT as recorded in 


including major 


4. Because the results are a continuous 
record of the buying habits of the same 
families, they can be analyzed as case 
histories . . 
the facts on repeat sales, results from 
deals and premiums, etc. 


5. This information is available to one man- 
ufacturer only in each product field, 


. which mirror accurately 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Aug. 13, ’49*p213 
Week to Aug. 14, ’48*..258 
Week to Aug. 6, ’49*...228 
Week to Aug. 7, ’48*...261 
Month of June, ’49*...p267 
Month of June, ’48*.....289 


pPreliminary. 
*Not adjusted seasonally. 


summer reports when these two 
areas showed greatest losses from 
year to year, they now appear to 
have picked up. 

Greatest district losses were re- 
corded by the Cleveland, New 
York and Boston districts, in that 
order. Unemployment in a num- 
ber of New England cities is up, 
and the uncertainty over steel and 
automobile wages may exert some 
influence on department store sales 
in the western Pennsylvania and 
Ohio regions. 

Largest declines reported were 
the 26% dollar volume losses in 
Toledo and Rochester, with New- 
ark showing a 25% decline. For 
most of the other districts and 
cities, except those in the West 
and Southwest, losses were in the 


15% to 20% range. 
% Change from 1948 
Week Ending 


Federal Reserve July Aug. Aug. 
District and City 30 6 13 
UNITED STATES ...... . —il r—12 —16 
Boston District —T —20 
New Haven ..... oa —13 —15 
ee —4 —20 
Springfield —18 —22 
Providence —ll —20 
New York District ...... —13 —il4 —2I1 
Newark ......... ats 
Buffalo 
New York 
Rochester .... 
Syracuse 
Philadelphia District .. —14 r—14 —17 
Philadelphia ............... —14 r—16 —20 
Cleveland District ....... —16 —15 —22 
po eee = —16 —18 
Cincinnati = —14 —21 
Cleveland ...... —13 —21 
Columbus —17 —14 
TERED anctieenennen r—9 —26 
PEST. saircesesesicceiese —16 —17 —24 
Richmond District ......... 5 —M4 —I7 
Washington ..... —14 —15 
Baltimore ......... —ll —20 
Atlanta District —s —Il4 
Birmingham ..... ve —12 —20 
EE | ccrvcccminstnetchenntenes —9 ° 
pS eee —12 —17 
New Orleans .. os —3 —9 
Nashville .......... —12 —19 
Chicago District —l —t1li 
oS ee —10 —16 
Indianapolis aha —15 —18 
OD ccosctinitncionicnsintons —12 —19 
Milwaukee  .........:cc000e0 —ll —2i 
St. Louis District .......... —t1 —12 —Il! 
Little Rock on —8 —14 
Louisville ..... i —19 —11 
St. Louis ...... os —ll —10 
eee —14 —13 
Minneapolis District .. —12 —10 —l' 
Minneapolis ................ —8 —5 —13 
eee —-19 —8 —24 
Duluth-Superior ........ —9 —7 —24 
Kansas City District... —14 —16 —I6 
BORD ccencttinditncnteennin —13 --22 —Il° 
een —18 —ll —1’7 
Kansas City ................ —13 —17 —16 
2 —=>y_EEEEE —22 —25 P 
Oklahoma City .......... —15 —13 —1l2 
ys ae ee Sebeietie —18 —1! 
Dallas District —ll r—i 
Dallas ............. —15 
Fort Worth 7 
Houston _ ........6 —10 —1 
San Antonio —10 — 
San Francisco District. —7 r—12 —* 
Los Angeles Area... —6 —18 —1l 
Oakland te —2 — 
San Francisco —1 — 
Portland .......... —14 — 
Salt Lake City ........... —18 —!1 
OS EEE —15 — 
r—Revised. 


*Data not available. 


Maercklein Opens Agency 


Robert W. Maercklein, former]; 
account executive of Allen Riesel 
bach Advertising Agency and Ervi) 
R. Abramson, Advertising, ha 
opened his own agency, Robert W 


Maercklein Advertising, at 80° 
N. Third St., Milwaukee 3. 
F&S&R Appoints Kane 

C. Lawrence Kane, former! 


with Phil Gordon Agency, has bee 
appointed assistant art director ) 
the Chicago office of Fuller < 
‘Smith & Ross. 


Gruen Appoints Braude 
A. S. Braude has been appointe: 
assistant sales manager of Grue! 


Watch Co., Cincinnati. 
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Association Ads 
Gaining, MAB 
Report Reveals 


New YorK—Association adver- 
tising in magazines is booming, 
the Magazine Advertising Bureau 
—still analyzing 1948 expenditures 
—reported last week. 

MAB found that $16,355,431 was 
spent in magazines last year by 
121 associations, including coop- 
erative selling associations, states 
and communities, and groups f 
private companies. 

MAB shows that of 112 associa- 
tions which spent $25,000 or more 
in any one medium, 98 used mag- 
azines, 39 used newspapers, and 
eight used network radio. Seventy- 
one associations were exclusive ad- 
vertisers in magazines, 13 used 
newspapers exclusively, and only 
one used radio exclusively. 


2 Association advertising is listed 
back to 1918, when (according to 
the records of Crowell-Collier Pub- 
lishing Co.) $716,872 was spent by 
18 associations in magazines. The 
amount doubled the next year, and 
by 1929 there were 86 associations 
spending $6,500,577. The depres- 
sion dropped the number to 35, and 
their expenditure to $1,861,727 in 
1933. In 1939, 64 associations spent 
$4,029,241 in magazines; in 1944, 
78 spent $7,535,445, and in 1946 
there were 114 associations spend- 
ing $11,644,191. 

In its compilation of association | 
expenditures, MAB omits news- | 
paper-delivered magazines, and 
clocks five associations in the mag- | 
ic circle of advertisers who spend | 
more than $1,000,000 annually: 
American Meat Institute ($1,800,- | 


956); California Fruit Growers’ 
Exchange ($1,228,514); Electric 
Companies’ Advertising Program 


($1,168,401); Institute of Life In- 
surance ($1,406,735), and U.S. 
Brewers Foundation ($1,103,041). 


Beyerle Appoints Lane 


Lane Advertising Agency, New | 
York, has been named by Beyerle | 
Mfg. Co., New York, to handle the | 
advertising of its Maculette sani- 
tary panty, which for the first 
time is being made of 100% nylon. 
Newspapers, magazines and direct 
mail will be used. 


THERE’S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM 

LOOK AT THE EVIDENCE 


1949 
POPULATION 


102,000* 
SINCE 1940 AN INCREASE 
OF 


28% 


*SALES MANAGEMENT 1949 
SURVEY OF BUYING 


Las 
blanket Papers theNT 
Segment of im 


TWIN CITY 


OURNAL and SENTINEL 


MORNING SUNDAY EVENING 
KELLY-SMITH COMPANY 


Liquid Carbonic Names Three 

W. A. Brown Jr. has been named 
vice-president and general man- 
ager of Liquid Carbonic Corp., 
Chicago. He was formerly vice- 
president of the compressed gas 
division in New York. J. H. Pratt, 
formerly executive vice-president, 
has been made chairman of the 
finance committee of the board of 
directors. R. C. Holbrook, presi- 
dent and a director of the Liquid 
Carbonic Canadian Corp., has been 
elected a director of the Chicago 
corporation, succeeding C. G. Car- 
ter, who has retired. 


WBCU Begins Operations 


Station WBCU, Union, S. C., has 
begun operations with 1,000 watt 
power and 1,460 kilocycles on un- 
limited time basis. The station is 
affiliated with the Mutual Broad- 
casting System. Milton Scarboro 
is general manager. 


Kelly Appointed V. P. 


John Hayes Kelly, copy director 
and account executive, has been 
named a vice-president of Roche, 
Williams & Cleary, Chicago agen- 
cy. 


Adds L. A. Branch Council 


National Association of Radio 
Station Representatives, New York, 
has added a Los Angeles branch 
council with Lincoln P. Simonds, 
Pacific Coast manager of Weed & 
Co., as chairman. 


Devine Joins ‘Newsweek’ 


James F. Devine has joined the 
Chicago sales staff of Newsweek 
as representative of the interna- 
tional editions. He will cover the 
Midwest for both European and 
Pacific editions. 


Plax Appoints Vogel 


P. A. Vogel has been named di- 
rector of sales for the Plaxpak 
bottle (squeezable Polyethylene 
container) made by Plax Corp., 
division of Hartford-Empire Co., 
Hartford, Conn. He was formerly 
market analyst for Hartford-Em- 
pire. 


Nanina Names Ad Couns:2l 


Nanina Swim Suits, New York, 
has appointed Bachenheimer-Lew- 
is, New York, as advertising coun- 
sel. 


bring 


layouts to life: 


your 


print on 


TICONDEROGA FESET 


A good job of printing pays dividends for the printer and his 


customers. So make sure of good results by using Ticonderoga 


Offset. A quality paper for lithography, sheet-fed gravure or 


letterpress for type and line cuts, it performs ideally on long runs. 


Ticonderoga Offset gives you clean, sharp reproduction. 


INTERNATIONAL 


for Printing and Converting 


2 ek CRE ah, Ae Np TG ol See CNL, pCR! Rhee ok yt Se 


PAPERS 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 
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Use of ‘Deepfreeze’ 
Makes for Fast Burn 
by Motor Products 


Cuicaco—Who do you suppose 
is most unhappy about the five- 
percenter investigation and the 
home freezers? Harry Hoffman of 
Hoffman & York, Milwaukee agen- 
cy man who has been prominently 
mentioned? Gen. Vaughn? Presi- 
dent Truman? 

Maybe. But none of them is 
much more unhappy than G. H. 
(Rock) Smith, vice-president and 
general manager of Motor Prod- 
ucts Corp.’s Deepfreeze Division, 
who hasn’t had anything to do 
with the investigation. 

That’s exactly the point: The 
investigators, the press and every 
one else has been talking about 
“Deep Freezers,” ‘“Deepfreezes” 
and “Deepfreeze units.” And 
they’re all wrong. 


s National Electrical Manufactur- 


LOS ANGELES : — Everything 
grows bigger in Southern California 
(even if that is Chamber of Com- 
merce talk!) Television is no ex- 
ception. We now have more TV 
advertisers than New York. And 
more local advertisers than -any 
other city, as of June. 


When local advertisers invest ad- 
vertising money, you know tele- 
vision has proved itself here. Take 
another look at your selling strat- 
egy in this area — smart money is 
going into TV TODAY. Radio 
Sales can show you KTTV’s record. 


HAT’s the factual story behind 

television in Los Angeles? We 
have just completed a 12-month 
survey, based on the Los Angeles 
Times Home Audit. Things like 
home ownership-rental figures, 
set distribution, number of chil- 
dren in TV homes, occupation and 
other basic material are included. 


Survey cost several thousand 
dollars to dig out, and worth every 
penny. This is the only large- 
sample TV survey available for 
Greater Los Angeles. Radio Sales 
will have copies. Or write us direct. 


PRANK KING, our sales manager, 

is winging Eastward August 12th 
for several weeks. Frank has an 
up-to-the-minute story on televi- 
sion, so give him your kind atten- 
tion, please. 


MORE studio space for KTTV. We 
leased two more studios, with 
over 10,000 square feet. Fall will 
see more big-time shows originat- 
ing here, along with top-flight CBS- 
TV programs scheduled. 


ers Association has designated 
“home freezer” as the generic 
name for this type of refrigeration 
unit. “Deepfreeze” is the trade 
name of Motor Products Corp., 
but the much-publicized freezers 
have been identified as ‘“Deep- 
freeze” when in fact they are not. 

So Mr. Smith is unhappy for two 
very cogent reasons: 

1. He doesn’t enjoy having his 
company’s product name tied up 
to an investigation which concerns 
some other company’s home 


freezer. 

2. If “Deepfreeze” gets bandied 
around much more as though it 
were a generic term, the company’s 
trademark is likely to disappear 
into the same thin air which swal- 
lowed “Cellophane.” 


To Harrington, Righter 


Harrington, Righter & Parsons 
has been named exclusive national 
television representative of WTMJ- 
TV, Milwaukee, and WBEN-TV, 
Buffalo. 


Purolator Names Mayers 

Purolator Products, Newark, N. 
J., has appointed Karl H. Mayers 
as advertising manager succeeding 
Helene Benson, who continues 
with the company. Mr. Mayers was 
formerly with United States Rub- 
ber Co. in promotion. 


Names Beck Art Director 

O’Brien & Dorrance, New York, 
has named Jack Wolfgang Beck 
as art director. He was formerly 
with Needham, Louis & Brorby and 
Esquire. 
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‘Ottawa Citizen’ Ups Rate 

The r.o.p. rate of the Citizen, 
Ottawa, Ont., will go from 15¢ to 
16¢, effective Oct. 1. The patent 
medicine and liquor advertising 
rate of 17¢ remains the same. 
Conklin & Woodward represents 
the paper in the U. S. 


Quits Stromberg-Carlson 

Lloyd L. Spencer has resigned 
as general sales manager and a 
vice-president and director of 
ee Co., Rochester, 


HOUSEHOLD 


Topeka, Kansas 
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Company’s Cab Ads, 
Set in Cleveland, 
Invade Other Cities 


New YorxK—Ohio Motion Adver- 
tising Co., Cleveland, now has its 
taxicab advertising under way in 
that city and plans to extend its 
activities to other major markets 
throughout the country, according 
to Manfred L. Mann, newly-ap- 
pointed sales manager. Mr. Mann 


was formerly with the National 
Outdoor Advertising Co., Buffalo. 

The company was formed two 
years ago to promote Adolite, the 
small 14” electrical sign which, 
installed in cabs, carries a series 
of advertising messages. It was 
only within the past three months, 
however, that the machine was 
perfected to a point at which it 
could absorb all the natural shocks 
of driving, Mr. Mann reports. 

The machine carries a 33’ tape, 
which runs off ten different mes- 


sages. Each advertiser is allowed 
65 letters and no competing items 
are promoted on the same tape. A 
blank panel is used to provide a 
proper break between messages 
and to stimulate the passenger’s 
curiosity. One run of the tape takes 
three minutes, so that the passen- 
ger will see the entire run several 
times during an average taxi haul. 


e The company has installed the 
Adolite in 400 Cleveland cabs, 88 
in Akron, and about 150 in Erie, 


Pa., Mr. Mann said. The present 
Cleveland rates offer the adver- 
tiser the full 400 cabs at $1.85 per 
cab per month for 12 months. The 
price goes up for fewer cabs used 
for shorter periods. This scale will 
be followed in most cities, Mr. 
Mann believes, although the rate 
per cab may be somewhat lower 
in New York. Cooperating cab 
companies get a percentage of the 
billing. 

Adolite’s main selling point, ac- 
cording to Mr. Mann, is its ability 


a HOUSEHOLD 


Household’s home families are the three-meals-at-home kind. Dad and 
the kids come home for lunch. Mother entertains at home. All in all, 7,000,000 
people eat 21,000,000 meals a day in Household homes! No wonder that — 


Household’s home editorial is 18% on food. Last year, Household printed 


527 food ideas, 513 recipes — mentioned 2,898 cooking ingredients. 


HOME FAMILIES 


’ 2,107,586 reader families 


3,764,000 primary adult readers 


2,635,789 children 
Women 81% housewives 
Families 62% home owners 


87% with gardens 


Eat three meals a day at home 


82% in communities under 25,000 


Home families, home editorial. For any home product, that’s the profit combination! 
Household concentrates where other magazines do not —in the high-spending 

communities under 25,000 population. And Household does it at the Jowest cost 

per page per 1000; four colors, $3.20; black and white, $2.40, 


HOME EDITORIAL 


%& Food 18% 


%& Home building & modernization 14% 


%& Home furnishing & management 20% 
% Gardening 8% 
%* Child care 8% 


* Beauty, fashion 5% 


& Fiction, inspirational, community improvement 20% 


* Miscellaneous 7% 


to command nearly 100% reader- 
ship from passengers. The novelty 
of the device does not wear off, 
he maintains, and the advertiser 
may change his message every 
three months. 

Mann says Cleveland cabs car- 
ried almost 12,000,000 passengers 
last year, with 85% local custom- 
ers and the remainder transients. 
This points up the medium’s ad- 
vantage to the local advertiser, Mr. 
Mann emphasizes. But he believes 
Adolite will attract national ad- 
vertisers later, as it enters more 
cities. 


Cook Chemical to Gardner 


Gardner Advertising Co., St. 
Louis, has been retained by Cook 
Chemical Co., Kansas City, Mo., 
to direct the advertising of Cook- 
Kill, household and industrial in- 
secticide, effective Sept. 1. 


Boyles Joins ‘Reporter’ 

Houston Boyles, formerly with 
Nowadays and United Nations 
World, has joined The Reporter, 
New York, as advertising mana- 
ger. 


Free 


BOOK SHOWS=_ 


without... 


© Costly consumer advertising 
@ Conventional jobber-dealer setup 
@ The expense of salesmen’s salaries 


This realistic exposition of the only 
low-cost, short-cut to national sales 
describes the method now used by 
such successful companies as: 


Company Estimated Annual Sales 
Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
Knapp Brothers Shoes.... 15,000,000.00 
Master Garment Company. 2,000,000.00 
J. B. Simpsen Tailoring ... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale . . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 

Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, “How 
to Build National Distribution 
Quickly.” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 E. Jackson Bivd. Chicago 4, Illinois 


| : =e Sa ey 4 earn, 3 oe ce ns oe ot pe ~ op a eee Ae ae ae ee 2. mm. A ea i FOES 
ene a a oe aaa “a: a eee meee. i ee * i. ae ike wie tt a 
aes ee Shane? ae eee’ ase a ee” ae i ed ae be Sie eo ae - - 
| ee R? l 
7 
a | 
»signed 
and a ; 
‘or of | 
-hester, | | | 
| 
ere et ee eet oe. a en eee eee ee - 
} 
ee 
ee y 
3 ee 
- food eee | 
/ en * 
~ How to Build» | 
. e@ = 
| profitable | 
’ 3 - 
re me National ss 
i iat ~ . ‘ : 
=" ‘ 1 t ib {10n E ; 
ame s ee 
ee mS Quickly 
f Ue ee — —— 
, a 
eee 5 | 
ig o 
Mg 
, : x ae ‘Sy ' ; 
| Us 44 
7 b re i 
/ C—O ee | 
q : oer ey “ mi * 
. io ' Ry | 
} a | 
fh. 
mah 
ai, 
a P| 
a Pe 
a ee 
; 
, 


24 


Nylon Dip Leads Witt 
Stable of Sales Finds 


New ‘Sensation’ Invades 
46 Major Markets Soon; 
Other Products Tested 


Cuicaco-—Earl Witt may not 
have that new “miracle” product 
yet—but don’t try to talk him out 
of such an advance claim. 

This energetic, 50-year-old sales 
executive helped sparkplug Gold 
Seal Co.’s fabulous success, Glass 
Wax, before he and his long-time 
friend, Harold 
Schafer, came to cae 3 
a parting of the 
Ways a year ago. 
Mr. Witt prompt- 
ly set up his own 
organization, Ear] 
Witt, Inc., “Build- 
ers of Sales,” and 
believes he now 
has not one, but 
two or more, 
marketing suc- 
cesses at hand. 

Top product on the Witt mer- 
chandising list to date, and prom- 
ised “sensation of the year,” is 
Nylon Dip, manufactured by Rob- 
ert Smith Mfg. Co., Los Angeles, 
and being introduced in more than 
40 major marketing areas this fall 
following test campaigns in Chi- 
cago and Los Angeles. 


Earl Witt 


es The Witt organization probably 
has one of the nation’s finest col- 
lections of sample products that 
have never seen the light of day, 
consumerwise. Mr. Witt, announc- 
ing his new sales setup last Sep- 
tember with small-space display 
ads in newspapers, drew a flood 
of offerings, more than 100 in all. 
“But we haven’t been in a great | 
hurry,” he told ADVERTISING AGE. 
“We've been spending most of our 
time separating the chaff from the 
wheat. As an untried company, we 
wouldn’t take on a ‘dud.’ We've 
tied up only with manufacturers of 
character and taken on only 
honest-value products.” 


ws The Witt company, starting with 
an honest-value consumer item, 
builds distribution and retailer en- 
thusiasm carefully before it breaks 
advertising in each market. Proper 


( Advertisement) 


In New Oil Co. Post | 


George W. Evans has been subelated 
to the newly created post of coordi- | 
nator of pipe lines and manager of | 
purchasing of Continental Oil Com- | 
pany. Mr. Evans is a regular reader | 
of The Wall Street Journal. So are 
37,634 general managers, department | 
managers and their assistants in this 
daily reading audience of 233,123. They | 
find The Journal most helpful in mak- | 
ing their decisions, including where 
and what to buy for their own com- 


panies. Get the most out of your 
advertising dollars by putting The 
Wall Street Journal (the only Na- 


tional Business Daily) at the head 
of your list. 


distribution is the key to the mar- 
keting problem, Mr. Witt is con- 
vinced, and in achieving it he calls 
on his experience with Gold Seal 
and his previous sales efforts in 
the paint and kindred industries. 

While with Gold Seal, the ex- 
sales chief spent most of his time 
in the field selling blue-chip ac- 
counts among the chain grocery 
and drug outlets, variety and de- 
partment stores, and major whole- 
salers. “When I resigned [or “got 
my walking papers,” as he also 
describes the Gold Seal severance], 
I realized that I had spent a lot of 
time establishing these valuable 
contacts, and that I should use 
such an asset. That’s why I set up 
this organization.” 

Mr. Witt talks little now about 
the Gold Seal episode in his career, 
though he takes a different view 


from some of the agency exec- 
utives associated with the growth 
of Glass Wax. One reason for his 
reticence: In a pending federal 
court suit, filed last January, he 
asks $500,000 damages from the 
Schafer company, charging that 
Gold Seal failed to live up to its 
contract with him. Mr. Witt claims 
he was instrumental in building up 
Glass Wax sales from $400,000 in 
1946 to more than $10, eee, 000 last 
year. 


@ Under its present policy, the 
Witt company will buy a likely 
product from its manufacturer un- 
der a long-term contract, then pay 
for all advertising, other market- 
ing and research costs, etc. The 
contract provides a margin large 
enough for Mr. Witt to offer 
attractive discounts to the trade, 
which actually push the product, 
and still have a sufficient percent- 
age left for a good advertising job. 

The arrangement, Mr. Witt be- 
lieves, offers a real opportunity 
to the small manufacturer who can 


produce a promising consumer 


JUST DIP 'EM IN 


NYLON DIP 


=-—se= 


Just Dip ’Em In 


=~ NEW NYLON DIP 2= 


‘SENSATION’—That’s what Earl Witt, Inc., 

calls the Nylon Dip promoted in this 

newspaper copy, part of its campaign 

to introduce the new product for nylons 
(and silks and woolens, too). 


item but doesn’t know how to 
merchandise it nationally. It also 
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is attractive to the industrial com- 
pany which knows little or nothing 
about cracking a consumer market 
economically. 

In addition to actual marketing 
of new products, Witt has just set 
up a division which offers counsel- 
ing, on a straight fee basis, on 
everything from the non-engineer- 
ing phases of new product design 
through the many stages of dis- 
tribution, merchandising, sales and 
promotion. 


a The company, including Mr. 
Witt and nine aides experienced in 
sales work, recently opened New 
York and Los Angeles offices and 
plans to expand its headquarters 
space in the Daily News building 
here. The closely-knit group, he 
emphasizes, is built entirely of 
specialists in selling and merchan- 
dising. 

Nylon Dip, still undergoing test 
campaigning here and in Los An- 
geles via newspapers and spot 
radio, will be introduced this fall 
in 46 other cities, including New 


York, San Francisco, Philadelphia, 
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Washington, Boston, Pittsburgh, 
Cleveland, Detroit, St. Louis, Kan- 
sas City and Minneapolis. After 
lining up distribution as com- 
pletely as possible, Witt breaks 
newspaper ads in each market. 
Chain outlets are urged to run co- 
operative copy and, above all, to 
set up smash store displays where 
the consumer can’t help running 
into the product. They’re offered 
ad reprints, point-of-sale material 
and other merchandising aids. 

With distribution still limited to 
Chicago and Los Angeles, Mr. 
Witt said, his company has ex- 
ceeded its contract calling for the 
purchase of three carloads of Ny- 
lon Dip per month. With expand- 
ing distribution and dealer coop- 
eration (such as the page and 
smaller copy used here by Wal- 
green’s drug chain), Nylon Dip 
looks now like the organization’s 
No. 1 project. 


a The Nylon Dip container has 
been redesigned from an ungainly 
flat package to a rounded con- 


tainer, handy for the medicine 
cabinet or travel kit. Ad copy in- 
forms women that this new “three- 
minute washing sensation for your 
nylons (silks and woolens, too)” 
costs only 39¢ for 40 washings, and 
that it actually increases the ten- 
sile strength and elasticity of fab- 
rics. A money-back guarantee is 
made and the consumer is told, as 
with other Witt-marketed goods, 
that this is “Another Earl Witt 
product.” Bing Crosby is pictured, 
along with word that Nylon Dip 
has the blessing of the Crosby Re- 
search Foundation. 


s Future Witt-promoted products 
may include a new aerosol dispen- 
ser, developed by an eastern en- 
gineering company; an air dryer 
using a chemical product, Silica 
Gel, which not only pulls the mois- 
ture out of air but may do the same 
for packaged crackers; popcorn, 
potato chips, etc.; a “revolutionary” 
washing compound; a natural bulk 
laxative, and a new candy energy 
food. 

There'll be others, too, Mr. Witt 


feels reasonably certain, from 
among the multitude of marketing 
ideas still in the brainchild stage. 


Jeld Campaign Launched 


Jeld Ltd., Burbank, Cal., is using 
cooperative advertising in eastern 
and midwestern markets to intro- 
duce Jeld, a powder for use in 
making jelly. Opening ad is a 
full page showing a list of grocers 
stocking the product. Follow-up 
ads are small space, with length 
of schedule varying according to 
the size of the market. Since July 
1, Jeld has been sold in New York 
City, Milwaukee, Grand Rapids, 
Cleveland, Anderson, Ind., and 
Akron. The next area to be entered 
is New England. Advertising is 
placed direct. 


WENR-TV to Open New Studio 


WENR-TV, Chicago, will open 
its third studio on Sept. 1, located 
on the 42nd floor of the Chicago 
Opera building, the initial location 
of Station WENR when it opened 
in Chicago on March 1, 1930. To 
be known as Studio A, the new 
oe ee will occupy 4,000 square 
eet 


Issue Used Car Ad Book 


Bradford Wyckoff and Howard 
Parish have prepared a book en- 
titled “How to Write Used Car Ads 
that Bring More Buyers.” The 100- 
page book tells how to write used 
car ads and illustrates the material 
with sample ads. Published by 
Howard Parish Classified Adver- 
tising Service, Miami, Fla., it is 
available at $4.95 a copy. 


Sponsors ‘News of America’ 


Prudential Federal Savings & 
Loan Corp., Salt Lake City, has 
signed a 52-week contract for the 
Tuesday and Thursday broadcasts 
of “News of America,” network 
news program heard on KSL, 
Monday through Saturday at 8:30 
a.m., featuring CBS Newscaster 
Don Hollenbeck. The sponsorship 
becomes effective Sept. 6. 


Harris Names Chatfield 


Elizabeth Chatfield, formerly ac- 
count executive and fashion copy- 
writer of W. B. Doner & Co., De- 
troit, has been named advertising 
director and fashion coordinator 
of Henry Harris, Inc., Cincinnati, 
women’s apparel store. 


October 1947 


SAN ANTONIO EXPRESS 


May 1946 


HOUSTON CHRONICLE 
July 1946 
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John Budd Compony, 


The Local Touch enables 
us to serve our readers 
and advertisers in a 
totally new and attractive way. 
We take pride in our ability to 
edit a beautiful and worthwhile 
Sunday magazine. 


Kelly-Smith Compony, Mal Y, 


COLUMBUS DISPATCH 
October 1945 


NEW ORLEANS TIMES-PICAYUNE-STATES 


THE READER 


"8 a, 
4¥r, 


THE NASHVILLE TENNESSEAN 
July 1945 


LOUISVILLE COURIER-JOURNAL 


April 1942 


THE ADVERTISING MANAGER - 


myself. 


poper fills the bill. 


Thirteen weekly newspaper magazines featuring the Local Touch 
for highest reader interest, for greater advertising valve 


TOTAL CIRCULATION: OVER 2,300,000 COPIES EACH WEEK 


Regan & Schmitt, 


I'm a local sort of guy 
During the war 
! was interested in far 
places, but now | want to know 
what's going on around mie. The 
Magazine Section in my Sunday 


Ey) 


Way is the LOCAL TOUCH so “important? ‘ 


The Local Touch sells ad- 
vertising because it sells 
merchandise. Advertisers 
know that their selling messages 
they are 
cheek-and-jowl with local pictures 


will be read when 


and stories. 


—— > 


NEWARK NEWS 
COLUMBIA STATE 
ATLANTA JOURNAL 
INDIANAPOLIS STAR 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE 
SAN ANTONIO EXPRESS 


For further infermation contact any of the following representatives: Branham Company, Cresmer and Woodward, Jann & Kelley, 
O'Mara & Ormsbee, Sowyer-Ferguson-Walker Compony 
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PITTSBURGH POST-GAZETT« 

RICHMOND TIMES-DISPATCH 

THE NASHVILLE TENNESSEAN 
LOUISVILLE COURIER-JOURNAL 

SALT LAKE CITY DESERET NEWS 

NEW ORLEANS TIMES-PICAYUNE-STATES 


ATLANTA JOURNAL 
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Englander Co. and 
Goodyear Will Open 
Joint Mattress Push 


Cuicaco—The new Englander- 
Goodyear Airfoam mattress and 
foundation combination will be an- 
nounced to Consumers in a color 
spread in the Oct. 24 Life. 

Goodyear Tire & Rubber Co. and 
the Englander Co., which an- 
nounced their joint venture more 
than a month ago (AA, July 18), 
have set the price of the new 4%” 
Englander Airfoam mattress at 
$59.75. 

In addition, the companies have 
priced a new Red Line foundation 
for the Airfoam mattress at $59.75, 
and the combination will sell for 
$119.50, with all items to be mar- 
keted on a fair-trade basis. The 
ensemble will be backed with a 
20-year, unconditional guarantee. 

A newspaper mat service, in- 
formative booklets for salespeople 
and consumers, ad reprints, dis- 
play cards, streamers and point-of- 
sale material, all prepared by Leo 
Burnett Co., will be used in the 
promotion. 


Seeks Agency Bids 

The Washington State Advertis- 
ing Commission, Olympia, Wash., 
has sent out bids for its 1950 ad- 
vertising campaign, for which 
$100,000 has been allocated for 
space and time. 


Fred Fey Joins Cullen 


Fred F. Fey, formerly adver- 
tising manager of the Jeffersonian, 
Cambridge, O., has joined the 
Cleveland office of John W. Cul- 
len Co., newspaper representative. 


Heads Miami Beach Office 


Roland-Bodee, New York agen- 
cy, has appointed Leslie A. Stern 
branch manager in Miami Beach. 
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IN GREATER 
TORONTO... 
CANADA'S 
RICHEST 
MARKET... 


more than 


80% 
of the families 
read the 


TORONTO 
DAILY 
STAR 


NOW OVER 


375,000 
Copies Daily 


University Tower Bidg., Mentree! 
m U.S. — Werd-Griffith Inc. 


$100,000 Earmarked for 
Europe Travel Promotion 


Representatives in America of 
the European Travel Commission, 
comprising 16 European countries, 
has launched a campaign to pro- 
mote travel abroad this fall and 
winter, using the Sunday maga- 
zine sections of eight newspapers 
in five major cities. 

The commission, newly formed 
to promote the interests of the 
European Travel Commission, has 
earmarked $100,000 for its first six 
months’ program of advertising 
and publicity. A more substantial 
appropriation is expected later. J. 
M. Mathes, Inc., New York, is the 
agency. 


‘Fortnight’ Names Five 


Grant Gordon has been named 
sales manager of Fortnight, pub- 
lished by O. D. Keep Associates, 
Inc., Los Angeles. He also is sec- 
retary of the company. Frederic 
R. Hood, treasurer, has added the 
duties of business manager. Other 
appointments include: Harry Es- 
chen, southern manager; William 
Simms, of the San Francisco office, 
northern manager, and William 
Sparks, Los Angeles office, assist- 
ant circulation manager. * 


WHLF Joins ABC Network 


WHLF, South Boston, Va., will 
affiliate with American Broadcast- 
ing Co., effective Sept. 1. The 
station operates fulltime on 250 
watts. 


Studebaker Gives 
‘Next Look’ Car 


Biggest Campaign 


SoutH BeEnp, Inp.—Studebaker 
Corp.’s “next look” in cars, the 
new 1950 line on display in dealer 
showrooms starting this week, will 
get the biggest factory-dealer ad- 
vertising buildup in the company’s 
history. 

Between now and Oct. 1, said 
Kenneth B. Elliott, Studebaker’s 
vice-president in charge of sales, 
the company itself will use more 
than a score of national magazines, 
1,500 daily newspapers and 892 
weeklies, 94 radio stations and 7,- 
000 24-sheet posters. Dealers will 
tie in with their own local news- 
paper and radio advertising of the 
airplane-styled Studebakers. 

The company’s production and 
sales through July were of “record- 
shattering proportions,” Mr. Elliott 
said, adding: “We have good 
reasons to hope that this favorable 
situation will prevail for an in- 
definite time. But we’re leaving 
nothing to chance. We’re going to 
advertise, merchandise and pro- 
mote the 1950 Studebaker with 


equipment. 


to your advertising appropriation. 


ALABAMA, Journal of Med. 
Assn. of 

ARIZONA Medicine 

ARKANSAS Med. Society, 
Journal of 

CONNECTICUT State Med. 
Journal 

DELAWARE Med. Journal 

DISTRICT OF COLUMBIA 
Med. Annals of 

FLORIDA Med. Assn., 
Journal of 

GEORGIA, Journal of Med., 
Assn. 

HAWAII! Med. Journal 

INDIANA State Med. Assn., 


Journal of the 


Journal of 


Journal of 


Journal 


Med. Soc. of 


Journal of 


for your sales story with the lucrative 


one original plate per insertion! 


KENTUCKY Med. 
MAINE Med. Assn., 


MICHIGAN State Med. Soc., 


MINNESOTA Medicine 
MISSOURI State Med. Assn., 


NEBRASKA State Med. 


NEW ENGLAND Journal of 
Med. (Mass., New Hamp.) 
NEW JERSEY, Journal of 


NEW ORLEANS Med. and 
Surgical Journal 
NORTH CAROLINA Med. 


IOWA State Med. Soc., Journal 
Journal of NORTHWEST MEDICINE 
KANSAS Med. Soc., (Oregon, Washington, 
Jowrnal of Idaho & Alaska) 


*STATE MEDICAL JOURNALS—the books that get a respectful hearing 


—and all with one contract! one monthly statement! one piece of copy! 


WE SUPPLY THE BUDGET 
TO FIT YOUR FIGURES 


REACH the M. D. (more dollars) -Market with the Doctors’ own STATE 
MEDICAL JOURNALS *—whether you sell home appliances or x-ray 


29 balanced Space Budgets to choose from, including one tailored 


Designed and functioning to save 


time, conserve costs, spare tempers and starve ulcers. 


To see the 29 space plans, just say ‘Budgets’, and address— 


STATE JOURNAL GROUP 
COOPERATIVE MEDICAL ADVERTISING BUREAU 
OF THE AMERICAN MEDICAL ASSOCIATION 
535 N. Dearborn Street 


Chicago 10, Illinois 


34 Journals Covering 42 States 


OHIO State Med. Journal 

OKLAHOMA State Med. 
Assn., Journal of 

PENNSYLVANIA Med. 
Journal 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, 
Wyo., New Mex., Mont.) 

SOUTH CAROLINA Med. 
Assn., Journal of 

SOUTH DAKOTA Journal of 


Journal 


Med. 
TENNESSEE State Med. 
Assn., Journal of 
TEXAS STATE Journal of 


Med. 
VIRGINA Med. Monthly 
WEST VIRGINIA Med. 
Journal 
WISCONSIN Med. Journal 


medical market in one state or 42 
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STYLED AHEAD—Studebaker will use this 

“next look’ announcement ad in almost 

2,400 daily and weekly newspapers as 

part of its extensive fall campaign in- 

troducing the 1950 line. Roche, Williams 
& Cleary is the agency. 


everything we’ve got.” 

Price tags on the ’50 models, 
Studebaker announced Friday, will 
be the same as those on compar- 
able 1949 models. 

Initial copy announcing the new 
line this week boasts that the 1950 
Studebaker is “styled ahead—and 
engineered ahead—for years to 
come” and that the new models 
will start “another Studebaker 
buying wave.” Designed by Ray- 
mond Loewy Associates, the line 
sports an airplane fuselage-shaped 
hood and air foil fenders. A decor- 
ative chrome “spinner” in the hood 


Advertising Age, August 29, 1949 


also helps direct air to the engine 
for cooling. 

The company has already armed 
its dealers with complete merchan- 
dising programs to cover an- 
nouncement and follow-up cam- 
paigns, including window trims, 
banners and blow-up photos; local 
newspaper teaser and introductory 
ads in mat form; open-end radio 
transcriptions, and catalogs and 
brochures. 


# As the dealer breaks his news- 
paper and radio campaign, Stude- 
baker will use factory-paid copy 
in almost 2,400 newspapers and 
will devote all commercials on its 
radio newscasts to the introductory 
smash. Outdoor advertising will 
start early in September and the 
magazine barrage will begin with 
full-color spreads in the Sept. 17 
Saturday Evening Post, Sept. 24 
New Yorker and Sept. 26 issues 
of Life, Newsweek and Time. 
Studebaker also will use full- 
color pages in American Magazine, 
Better Homes & Gardens, Business 
Week, Collier’s, Coronet, Cosmo- 
politan, Country Gentleman, Es- 
quire, Farm Journal, Fortune, 
Holiday, Look, National Geogra- 
phic Magazine, Redbook, Sunset 
and United States News & World 
Report. 

Later, Mr. Elliott said, Stude- 
baker plans on “broad and con- 
tinuing support” of the new models 
in all media regularly used by the 
company. 

Roche, Williams & Cleary, Chi- 
cago, handles the account. 


Pershall Gets Bank Account 

J. R. Pershall Co., Chicago, has 
been retained to handle the adver- 
tising of the Chicago National 
Bank. 


GREAT INDUSTRIES wm 
Growing. GREENSBORO MARKET 


WOMEN’S COLLEGE OF THE 
UNIVERSITY OF NORTH CAROLINA 


Woman's College of the University of North Carolina ... 
with a $7,500,000 plant is the South's largest and the Na- 
tion's second largest institution of its kind. Woman's Col- 
lege of U. N. C. and many othér Colleges have made the 
Greensboro area the educational center of the South, and 
have contributed greatly to the growth and development of 
this market and North Carolina—first among all Southern 
States in retail sales* east of the Mississippi. 


Covering the Greensboro 12 County 
Area like a tent, the NEWS and RECORD 
alone reaches this growing and thriving 
market of diversified industry, agriculture 
and education with more than 90,000 daily 
circulation and 60°/, coverage. 


*1949 Sales Management Figceres. 


ABC 


News and Kecord 


GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 
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How glamorous 
can selling with LIFE be? 


Wyatt’s 16-store food chain in Dallas dramatizes LIFE-advertised products. 
Story of this spectacular promotion, complete with beauty queens, big parade, 
customer excitement—and plenty of selling—is told on next three pages. 
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Four of the 13 Southern Methodist University beauties who were candidates for ‘‘Queen” of Wyatt’s LIFE promotion. 
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All Wyatt stores made effective use of tie-in material. Tags, stickers, and cards Wyatt's customers recognized the national brands they had seen in the pages of 
announced “advertised-in-LIFE” merchandise. Prizes were awarded to managers LIFE. Their interest was keen, and many favorable comments were heard from them 
for best and most imaginative decoration of their stores. as both volume and traffic increased during the promotion. 
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Says H. L. Moore, manager, Wyatt’s store No. 21: “We had hundreds of new An air of excitement filled the stores during the big event. Customers were drawn 


customers during the LIFE tie-in. This was the biggest thing the sale did—it impressed to the LIFE displays as eagerly as they look forward to the fascinating reading 
those new customers of mine, so that theyll be back again and again.” adventure that they find each week in LIFE itself. 


Big Parade —with Bands, Cowboys, 


‘ ager 


3) ie eens we es 
oa ae eo ee 
es Bay! 


pie OS” ae ee ie Wes Ce A ete, er Te + on a ee ae! oe a ee ae at an a ee Deel He ee, a TD tc gles ae Pao ee genet ae os = ae tee se ie 
en es eles eter ue est Ue eee eo 3, A OR a aa ei ae. ae fee eee 
a ae ae ee ee ee, Sen es ee ee a a ee 
— — ae ee A ee. ee Oe a 
* ; F a ae - af Ra ia mecniie ies — acid . oe oF = _ ; iis 4 vo | 4 
is wT 4 4 . . yO a fe hae ee te - o/ 5 7 Png 
od . “ 3 a bo ae oe : os a A woe os 
“ c ia - 7 . ait " 5 = 1 " bs ; ic: | t % La Ce a 
- de ; pe Sec 4 a 
“ Dt @ —. & UTTER a ' ,MOLE: - ,<iidi «| CREESE e 
| “s “4 , . wa pt e | we ; ss —. , 2, e lg # ‘ , . 
~ “A ‘ es <i Seg - ng = af = “By %, Jresh or 
3 * ie ea <a 2a Sea a % a r OOS Pa ee ea . 
a } Ae eee Nag => e Sa TT te = -a- Ses Se a = ° = 7 
: 4 + — ‘ eos <  eeme Dh ee i 
ee + 3=32<=XB ee 
‘ ‘ ; 7 a oe » " _ neds £3 ‘ - siMONIZ & 
| rs ¢ , c ee g $3, ~ &l St , ee ‘Vien | or ae: 
; e - Fae 9 on ule re te = i. Zz — r _ “ = >< A 
| BAY |. ” «Sa oN el! gE we, OS ees 
: we ale 4 a- oon * ee ag bi oo Pe : ~ tied — ae PS ed es |" 
q an a) ATF me Poo dane bcc A od ) SR Se, ee 
‘ vy — 4 a a i, es . is pot. eZ vee i = " - il J : P <. = va - ep ~ ; —, bag oe -1 bh 
| jy ee Re we lO% eal wz een Dn a i oe c= 1k a me 
4 } - y ee a e it Bho NS Te “35 i FE / eo ~ ris a i : at wwe a “ . eS al = i! : 
3 eer - eae i =. a | v |} Ze bf fap me tk 
i “eo me 1 s ' i Ss ee ae ee, Sol felis © SS) Some 
sy ., Soe | hee " ! a Se), _) Teak? hcp S —-_ 
: a, i408 EF ! at Ge oe ihm mee \ eg A ==) 
| i) ihe | f 6? eS Mery! Mein Slo) ee 
rr i i | = j 5 Fe mk in = af ‘Bes t a — =" 
- a | : : 4 ff : oy 4 oot ot a i eR So See Ontoa Ouro 
ik : : Be ~t ss all id : tf," oe Se Ny > . = pS ~~ _ 
ipta 4 | } “= to s) ee ca FEN y Ee eS oes | a o %,. 
eee 1B 7 ye ges fb = =- x oo oe ee fom : ; a b=. A 
a ia F 4 " - th r 4 ‘ * * ay : fi J ai =e ==>, . a i & wt iba» vent, ~ so an My —_——- . ss - 
" -~R © <i aceite Le cS 5 1th / — ReSegs Be" eS - fw uh “FE sant a. Se 
V4 : 1 Ce , 5 = Se / 4 ee rot 8 * are ty com “ aS yy 
o> :pettemene ; = ; > in cn es * let 
; i : ; 1.2 is ae ~~ A) © 4 iin Be ’ 
Z, ~  e* | ee See 
: y . a<4 . : y 4 ots < a 4 ve ” 
' , : é gt Poa, gee oh ae oa = 34 , ‘ = ri 
j = a ee eRe eo 
. ee eee SSM» aS bert x - = a 
i — ue ——4 _ ei be . if a é * t '§2 | ns =. = : ADVERTISED i] j rn j ; - f ; 
7 Ee bd J ° d . . @ . a ' i : i a 
eS :lClUraeee , ae 
7 owt ‘ k: -~-tst : ‘ he a 
F: Re Oe § 2 Reet 
# * : Aw. ’ abs he “ " , ; " “ a ~. - : 9 i oF a na a 
yt Te ee coe ge Nee eR 
bes >a «i r oa at. ca By = we a, Le Z moh we ‘SG . = ae 6 < Me ' (i> ae Aa Ps : ‘2S % » * 
— eae. a: | Poel a ee ee eee | 
ei ee soa nr se eee. 2 Pes BA ‘tia = ee ete : 
| ee Ey eee ea te ara 
. Me i as P. : i ys | q : > oa y. ' ean — 3: = =e —— , f Ew] ~~ ; , = 1 ‘ ip b —s 
i Sane , Waae> 7 ee OES. | oe a I: ad Aer ee Cae le , : . 
. . tah 3 Se ee ee | Re . le, ‘mn OR ee oe i a 
ten * —- San F = _ 6 es aaa Ma a Ng ‘ - veaniall * ear ae ' , \ Wess 7 } 
* ine ae ‘ ; Me tee R ieee : —_ aes x ‘es » oe | Cae Ae 3s) ¥ ase ‘etal j 
‘ota. RAC qe rs | ee P ee ee bse v mS y> é lea 
il i . . ‘R v 7 ; ta : : 4 2 } ‘5 es ee ; . ’ a 1 if ; 
| a. ~@ a Fre a 7 Sy) ee ee = | 
. . ny ‘S — oa ‘ . ih a en Pua a ©. Beale ee ; ae a if f , ‘ a y i 
- : % ;' ma gil el. ‘ 4 ty “on™ : = eat e a x oe aos — ‘ ‘ + * < . 4 ; : 4 ro a c 
& “pone, Wo As 2 a iw er ee 
" ae 3 we ~ — ay _* A ono . cL s . >* me ; j ty A cae , ‘3 oa i “ a ¥ : 
see) gi a 4 ‘a | PRY yy er = ). . AS. Y pe, See - 
; 0 me: : £7) ‘ " * 0 lus — , ee d . P wy Z “ a > a ‘ , <a oe se 
‘ a wy r © de \ Se és ——_ a ie ; ee a al, e as ‘8 ad: Bad 7 en d . 
| , Vapi Fs aaa * i aa Sees. ~Sie s) | 3 
y 4 ea ee j prone ; | & aaa... . ae Zee rae. 0 
| a. 0 Re eee OBB 
Be: -\ “2 -_ ¥ 5% ba . . Qe : : ws 4 ‘ ‘Be t. - “* —— “8 raed : 5 oz ‘ — 
= oe ». Dy ae cee he 4 jae Pa, x / | nis > ara esi. i 
Po ag Se Sy , oD lad tae * ae! es t yr P Pg if 7 “7 es te eae 
CO ac fk DP ter lo [a i» A. * a me Ap P+ 5 eee anys | 
wim Fi 86 6 — ee” ae 
Tal Le , Nets 2. ee ee een Te, whi o 4- et lf aie at Se “ale Gg 4 
e - = 
. Ss a 
m Tyee) fo oe coe ei = | oe —— 0 
” eh = ill —_ | if } 16) Ba niyig's J/g -.__ 4 aie 
Rf ee S TE g ez LIFE + os ee i i - fe Tete ax i E 1, “ee ao oe ee 
te 4 ay hs : ma [amour g es teh 1S r — : Ps 7 - a 3 By - ret “> ANS, Pin re. 
34 3 ' ; Pasiry Shelf Meals ‘ ae a . 1g SS oe’ a ‘ < sali —-- 4 A ¢ ‘+ here 4 es a wy ine Pe = te “ 
| Se ae ae = Bae, — fee: Be oy | 
. Sux ‘ a : . - = ‘ ae ¥ we 52 
Mea eel” i. > aa be lame oy = _ pS ta | 
, 7 == 2 on soe te. | Be : : ae — — Ae ie SS aA eee a eet 
> £. Ee : ‘ Ss rr ‘ } 1 -- “ 's ’ * . » 4 hn k. : _- bo . . i* a ey: : cee = 
he ike = 3 Si ~ } 4 t : G1) bo ee > cht Pa MM “o : 
ae } g “Ul by: Ne | : ; ? F f e ™ < ps gt Rae - aie 2 c oe 
we Bl TRE aa } a he Te ll - 
. . ; ee >, 04 Se ia 3 “.gs jo a YYjp, 7, ~~ - , 
» pr es A» ow ’ mon & ' PF « = , a / s ; Yy ~~ 4 ata “ 
m2? Sane ee par yATT | 
ead tah 7% oe é 7 ie _. 4 — {/ J, ' 
nO " "Ns AOD v4 ' \ ‘on ( rg 10 
‘ee * _ nc. “* Be ja : °e 
; a 5 ™ so . ES «l : ' aye}? Be NS a 
presi Bal wy Cae. J eS ge e% i: ay) 4 ‘ eis oA rama nae i . ae . f s ; eats a oe ee en Mae ae ° ; fs we . ee Se a ai: ae eked as 7 AG ‘e Lae - at ae : ; or # <i aie os 


Sy" pun 


lo 


™ 


L746 


oO 
an 
© 
- 


them 


rawn 
ading 


The girls who had appeared on the floats visited the stores as Wyatt’s customers 
cast their votes. Sponsors, and many civic clubs campaigned for candidates. 
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Ten exciting days 
in Dallas! 


Smack down the middle of the busiest street in Dallas on May 20, 
1949, rolled a big parade. 


Like most parades, it featured bands, drum majorettes, floats, and 
gorgeous girls, 


Unlike most parades, it featured national brands of food products, 
advertised in LIFE, and sold through Wyatt’s chain of 16 Dallas 
supermarkets. 


The parade was only the first step in an exciting 10-day promotion. 


Item: Contest for queen of the promotion pulled even more votes from 
Dallas people than last local election. 


2) OTR 


As you can see from the pictures on the opposite page, Wyatt’s 
did not neglect any of the more usual and dramatic features of an 
“‘advertised-in-LIFE” promotion; windows, interiors, and newspaper 
advertising blossomed with LIFE and the products from its adver- 
tising pages. 

Wyatt’s, of course, is just one example of the 8,983 LIFE store- 
wide promotions staged by food chains and independent stores. 
Wyatt’s, however, provides an unusually clear illustration of an im- 
portant point in advertising today . . . the local impact of LIFE. 


For here is a convincing demonstration, on a community level, of the 
excitement that surrounds the nation’s leading magazine: LIFE. 


Floats, Beauties and Products! 


Winner Jody Wilson was crowned “Queen” at a gala luncheon. Jody won 15-day 
trip to New York, and a course at the Harry Conover School for career girls. 
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Dallas is uni 
—or is it? 


Dallas is unique. It has jits 'own special character, | every phase of business, social, and civic activity in 


flavor, and local customs. every community in America. 
But it has something in common with every town The logical result is that advertisers invest more 
and city in the country—large or small! money for advertising in LIFE’s pages than they do 
This “something” is the way it responds to the ex- _— in any other magazine . . . or in any broadcasting 
citement of LIFE. For LIFE’s influence reaches into network. 
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shoe 
shows what can be done, for displays, 
with @ new process using a molded latex 
composition and developed by Display 
Products, Inc., Sterling, Ill. 


LATEX FOOTWEAR—This roomy 


Cast Latex Displays 
Show Off Products 
in Gargantuan Size 


STERLING, ILL.—Display Prod- 
ucts, Inc., has developed a new 
use for latex in the display adver- 
tising field—cast latex displays 
which are virtually unbreakable 
and may be employed for both out- 
door and point of sale promotion. 

Under the new process, a molded 
latex composition can be cast in 
medium and large sizes, ranging 
from 3’ up to 15’, in full or semi- 
relief. The company has success- 
fully reproduced textures as fine 
as fish scales, and as detailed as 
grained leather. Figures and trade- 
marks are produced with life- 
like color qualities. 

One of the first applications of 
the mew process was made by 
Brown Shoe Co., St. Louis. Its pop- 
ular “Buster Brown and Tige” 
trademark was shown in plaque 
form, in three-quarter relief, more 
than 3’ high. 

H. J. Loosley, president of Ad- 
Craft, Inc., St. Louis, which has 
been appointed national sales rep- 
resentative, pointed out that prin- 
cipal advantages of this new proc- 
ess for advertisers are the unusual 
dimensional effects, the large 
sizes that can be produced, ver- 
satility of the medium for products 
as well as figures, faithfulness of 
reproduction, durability, and the 
economy of quantity production. 
The displays, he added, help over- 
come the flatness and mass-pro- 
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The 
best man 


in every 
dozen 


alt 


duction appearance of some printed 
and cut-out material. 


Kelly Joins ‘Marine News’ 


Joseph F. Kelly, formerly as- 
sociated with the War Shipping 
Board and the Maritime Commis- 
sion, has been named executive 
vice-president of the New York 
Marine News Co., publisher of the 
Marine News and the Marine News 
Annual Directory. Luther M. La- 
Motte, formerly vice-president and 
general manager of the company, 
has sold his stock interest to 
George H. Palmer, president. 


Superfoam Names O'Connell 
Superfoam, Inc., Miami, Fila., 
maker of foam rubber cushioning, 
has named R. T. O’Connell, New 
York, as its agency. 


Richards Names Baldwin V. P. 


Fletcher D. Richards, Inc., New 
York, has appointed Herbert L. 
Baldwin as vice-president. With 
the Richards company since 1944, 
he has been director of research 
and merchandising, and will con- 
tinue in that capacity. 


Sears Promotes Nitzburg 


Harold Nitzburg, apparel mer- 
chandise manager, has been pro- 
moted to sales promotion manager 
of the Buffalo stores of Sears, Roe- 
buck & Co. 


KRIO Appoints Keller 


KRIO, McAllen, Tex., is the 
latest station to sign for the sales 
promotion service of Robert S. 
Keller, Inc., New York. The 1,000- 
watt station is an ABC affiliate. 
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Reaches 11,153 more 
homes in Fort Wayne 


In the City of Fort Wayne (39,900 families) The 
News-Sentinel reaches 11,153 more homes than 
Fort Wayne's morning paper . . . 6,419 more than 
the Sunday paper. (ABC 3-31-49). 


Home Coverage: 99% of City Zone plus 43% 
of Retail Trading Area 


Fort Wayne, Indiana 
ALLEN-KLAPP CO... . NEW YORK . . . CHICAGO . . . DETROIT 
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sweetens sales anywhere...anytime! 


In the candy business, volume means profit: 
whether you sell nickel candy bars or $2 chocolate creams! 
And, of course, for an impulse item like candy, you can’t 
beat the effectiveness of frequent Spot Radio announce- 
ments. Prosperous candy makers know this and wisely 
use Spot Radio to build and hold their volume. They use 


© Spot Radio to force distribution in new markets, or to 


RFABING da bolster sales in old ones. They get profitable results quick- 
ly because they have radio’s impact working where it’s 
J O n N needed—whether in one city or over the entire country! 
If your product needs new volume, it will pay 
RADIO you to ask your John Blair man about Spot Radio. While 
you're at it, ask for his advice on any marketing or mer- 
P [ A 1 R chandising problems you may have. He’s an expert in all 
three fields! 
STATIONS 
I 
MAN! 
OFFICES INCHICAGO «+ WEW YORK «+ DETROIT «+ ST. LOUIS LOS ANGELES «¢ SAN FRANCISCO 
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TV Installations 
Over 2,150,000, 


New Count Shows 


New York, Philadelphia 
Lead in Video Outlets; 
New Markets Opening Up 


New YorK—With new service 
areas being added throughout the 
country at an _ ever-increasing 
tempo, ownership of TV sets in the 
U. S. has soared from 1,440,000 
units last April to more than 2,- 
150,000. 

Mushrooming growth of the 
video audience, as well as the lat- 
est data available on TV network 
affiliates and other station fa- 
cilities now under construction, is 
shown in the chart and accompa- 
nying tables on this page. The data 
is taken from figures of the De- 
partment of Commerce, radio net- 
works and individual stations, and 
other sources serving the industry. 

New markets where set installa- 
tions are on the increase include 
Charlotte, Grand Rapids, Greens- 
boro, Johnstown, Omaha and 
Utica. The latter, though it won’t 
have a video outlet operating un- 
til October, already boasts 1,500 
sets in the latest count. 


a New York City, still far out in 
front in the total number of sets 
installed, boosted its count from 
535,000 in April to an estimated 
720,000 sets at the start of this 
month. Philadelphia, next in line, 
now lists 205,000 sets, compared 
with 140,000 units three months 
ago. Chicago and Los Angeles are 
crowding each other in the “sets” 
race. Windy City installations as 
of Aug. 1 totaled 170,000, com- 
pared with an estimate of 125,000 
in April; Los Angeles has moved 


TV Network Affiliated Stations 


(As of Aug. 15) 

City ABC cBs DuMont Mutual NBC 
Albuquerque KOB-TV KOB-TV KOB-TV KOB-TV 
Atlanta WwssB-TV WAGA-TV WAGA-TV WSB-TV 
Baltimore WAAM WMAR-TV WAAM WBAL-TV 
Binghamton, N. Y. WNBF-TV 
Birmingham WAFM-TV WAFM-TV WBRC-TV WBRC-TV 

oston WNAC-TV WNAC-TV WNAC-TV WNAC.-TV4 WBZ-TV 
Buffalo WBEN-TV WBEN-TV WBEN-TV WBEN-TV 
Charlotte WBTV WBTV WBTV WBTV 
Chicago WENR-TV* WGN-TV2 WGN-TV WGN-TV4 WNBQ* 
Cincinnati WCPO-TV WKRC-TV WwcP0-TV WCPO-TVé WLW-T 
Cleveland WwEws WEWS WEwsS WNBK* 
Columbus WBNS-TVz WBNS-TV# WTIVNS WLW-C 
Dayton WHIO-TV WHIO-TV WHIO-TV WLW-UD 
Dallas KRLD-TV + KRLD-TV= 
Davenport Wwoc-TVz 
Detroit WXYZ-TV* WJBK-TV WJBK-TV WWJ-TV 
Erie WwIcu WwIcu WwIcu 
Fort Worth WBAP.-TV Woar-TV 
Grand Rapids WLAV-TV# WLAV-TVz 
Greensboro, N.C. WFMY-TVz WFMY-TVz WFMY-TVz WFMY-TVz 
Houston KLEE-TV KLEE-TV KLEE-TV KLEE-TV 
Indianapolis WFBM-TV WFBM-TV WFBM-TV WFBM-TV 
Jacksonville WMBR-TV4 WMBR-TVZ WMBR-TV2 WMBR-TVz 
Johnstown, Pa. WJAC-TV% WJAC-TV# WJAC-TV# WJAC-TV# 
Kansas City WDAF-TVz WDAF-TVz# 
Lancaster, Pa. WGAL-TV WGAL-TV WGAL-TV 
Los Angeles KECA-TV*z# KTTV3 KTSL KTSL4 KNBH* 
Louisville WAVE-TV WAVE-TV WAVE-TV WAVE-TV 
Memphis WwMCT wMCT WMCT 
Miami J J WTvJ 
Milwaukee WTMJ-TV WTMJ-TV WTMJ-TV WTMJ-TV 
Minneapolis WTCN-TV WTCN-TV WTCN-TV KSTP-TV 
New Haven, Conn. WNHC-TV WNHC-TV WNHC-TV WNHC-TV 
New Orleans WDSU-TV WDSU-TV WDSU-TV DSU-TV 
New York WJZ-TV* wcss-Tv* WABD* WOR-TVz4 WNBT* 
Norfolk WTAR-TV# 
Oklahoma City WKY-TV WKY-TV- WKY-TV WKY-TV 
Omaha KMTV KMTV KMTV Wwow-Tvz 
Philadelphia WFIL- WCAU- WFIL- WPTZ 
Pittsburgh WwoTV WDTV woTv* WDTV 
Providence WJAR-TV 
Richmond WTVR R 
Rochester, N. Y. WHAM.-TV WHAM-TV 
Salt Lake City KSL-TV KSL-TV KSL-TV KDYL-TV 
San Diego KFMB-TV KFMB-TV 
San Francisco KG6-TV* KPIX KPIX KPIX 
Schenectady WRGB WRGB WRGB 
Seattle KRSC-TV KRSC-TV KRSC-TV KRSC-TV 
St. Louis KSD-TV KSD-TV KSD-TV KSD-TV 
St. Petersburg WSEEx 
Syracuse WHEN WHEN WHEN WSYR-TV# 
Toledo WSPD-TV WSPD-TV WSPD-TV 
Utica, N. Y. WKTVé6¢t WKTVz 
Washington, D.C. WMAL-TV woic WTTG* WwoIcé WwMBw* 
Wilmington WDEL-TV WDEL-TV 


* Owned and operated stations. 2 Will be WBKB after Oct. 12. 7 Not on the air. 3 Partly owned. 
4 Owned by Mutual stockholders. Will form part of future MBS-TV network. 6 Owned by Mutual AM 
affiliate. 
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up during the same period from|in Baltimore, Detroit, Philadel- 


112,600 to 169,000, a scant 1,000 
sets behind Chicago. 

New York and Los Angeles lead 
all other markets in number of 
video stations now operating, with 
a total of six apiece. Four stations 
are operating in Chicago and 
Washington, D. C., and three each 


phia and Cincinnati. 

Consumer demand for television 
sets “has exceeded even the most 
optimistic prediction of the indus- 
try,” the Department of Commerce 
points out in its recently-pub- 
lished “Television as an Adver- 
tising Medium.” Commerce, em- 


Estimated TV Set Ownership 
City January January April A ] 
1947 1948 1949 1949 

Albuquerque 700 1,00( 
Atlanta - 5,500 15,00C 
Baltimore oe 3,700 51,500 69,600 
Birmingham a 400 3,500 
Boston a 68,400 113,00¢ 
Buffalo 18,300 26,300 
Charlotte 3,00 
Chicago 3,000 13,500 125,000 170,000 
Cincinnati 1,200 20,000 28,100 
Cleveland 2,000 38,700 67,500 
Columbus 1,300 7,700 
Dayton 4,700 8,800 
Detroit 2,500 4,000 50,500 76,000 
Erie 2,700 6,000 
Ft. Worth-Dallas 3,900 12,300 
*Grand Rapids oa --— 2,000 
Houston — a 3,500 7,500 
*Greensboro ae - 900 
Indianapolis —— - a 1,500 7,000 
*Johnstown ee 2,900 
Lancaster ——— 9,900 
Los Angeles 3,000 12,000 112,600 169,000 
Louisville a 6,100 8,700 
Memphis ae 4,400 6,300 
Miami —. a 3,100 8,100 
Milwaukee ee 500 21,600 30,000 
Minneapolis-St. Paul + — 12,600 23,700 
New Haven 24,100 37,400 
New Orleans 4,200 6,000 
New York 43,000 100,000 535,000 720,000 
Oklahoma City 1,300 - 5,000 
*Omaha 2,500 
Philadelphia 6,000 18,000 140,000 205,000 
Pittsburgh 10,300 23,500 
Providence 6,000 13,500 
Richmond a ee 9,000 13,700 
Rochester a ae 800 4,300 
Salt Lake City _—— —. 3,900 6,000 
San Diego sd 6,300 
San Francisco ad 5,400 10,600 
Schenectady 600 1,200 20,000 29,000 
Seattle oo 5,100 7,800 
St. Louis 600 3,000 25,500 36,800 
Syracuse ed 2,400 7,200 
Toledo 10,000 18,000 
*Utica 1,500 
Washington, D. C. 1,400 6,600 40,800 55,700 
Wilmington 8,900 
Others 41,100 47,500 
Total 60,100 165,700 1,441,800 2,150,000 
*Station operations starting in these cities during August-October period. 
Figures based on data from National Broadcasting Co., electrical associations and the Department 
of Commerce. 
ploying industry figures and data Radio Manufacturers Associa- 
from local electrical associations,| tion has estimated that set pro- 
estimated that set ownership has/ duction this year will hit 2,000,- 
grown from slightly more than|000. Fairchild Publications’ mar- 
60,000 units in January, 1947, to| keting research department, after 
165,700 a year later, and to 1,-| contacting major set producers in 
441,800 in April of this year. It| April, said it looks more like a 
set the ownership total at 1,856,-| total of 2,670,000 sets for the cur- 
600 units for July. rent year. 
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Retailers Overtaxed, NRDGA 
Claims; Hopeful of Refund 


WASHINGTON—National Retail 
Dry Goods Association is pound- 
ing On congressional doors, hope- 
ful that it can arrange a $500,- 
000,000 tax refund for retailers. 

The association says retailers 
were over-taxed during the lush 
war years because Internal Rev- 
enue Bureau required them to use 
an unfavorable system for de- 
termining the value of inventory. 

Internal Revenue ordered retail- 
ers to base inventory values on 
“first-in-first-out” (FIFO) ac- 
counting. In aé rising market, 
FIFO shows large paper profits, 
and these paper profits are taxed 
at premium rates. 

But in 1947, the U. S. tax court 
ruled that retailers were author- 
ized by the Revenue Act of 1939 
to use other systems of inventory 
evaluation. One of them, “last-in- 
first-out” accounting (LIFO), en- 
tirely avoids paper profits—and 
premium taxes. 

NRDGA says the tax on paper 
profits depleted working capital, 
and left many retailers in dan- 
gerous condition. Paid over a five- 
year period, at the rate of $100,- 
000,000 a year, the refund would 
restore working capital, and en- 
able retailers to maintain stocks 
of low-price goods. 

“Of course, $100,000,000 is a lot 
of money,” NRDGA admits. “But 
it is a lot of money for retailers 
to have overpaid.” 

ee e« e@ 

Anti-merger legislation which 
sailed through the House a few 
days ago may put a damper on the 
expansion plans of some magazine 
and newspaper publishers. De- 
signed to plug a long-standing gap 
in the anti-trust laws, it author- 
ized Federal Trade Commission to 
stop mergers “where the effect 
would be to lessen competition 
substantially or tend to create a 
monopoly.” 

Its sponsor, Rep. Emanuel Cel- 
ler (D., N. Y.), told House mem- 
bers FTC would undoubtedly halt 
mergers in two and three news- 
paper towns, “where the effect 
would be only one newspaper.” 
Rep. Harris Ellsworth (R., Ore.), 
a publisher himself, felt it might 
be a hardship to prevent a mer- 
ger where destructive competition 
existed, but Rep. Celler insisted 
that “any community should have 
a clash of opinion.” 

ee e @ 

Federal Reserve Board’s mid- 
year review shows no letup in con- 
Struction activity. There’s less 
commercial and industrial build- 
ing, but it is more than offset 
by expanded residential and pub- 
lic utilities construction and public 
works. Further expansion of public 

rks is ahead, and by the spring 
' e Housing Act of 1949 should be 
|| Operation. Moreover, the armed 

ces are preparing to sponsor a 

\f billion dollar program of gar- 

n-type apartments in the com- 
! : months. Totaling 60,000 units, 
y are to be privately built with 
F ‘A financing, on or adjacent to 
" litary installations. 

a ee | 

tep. Abe Multer (D., N. Y.) 

tinded the House Monday that 

re are only 107 shopping days 

Christmas. His immediate pur- 

se was to whip up support for 

islation repealing wartime ex- 
> taxes on luggage, furs, jew- 

‘y and toilet preparations, a 

ject which would be accom- 

shed speedily were it not for the 

n opposition of Rep. Robert L. 
C ughton (D., N. C.), chairman of 
t ways and means committee. 
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By STANLEY E. COHEN, Washington Editor 


Congress is rarin’ to do something 
about these excises and it may 
kick over the traces if adjourn- 
ment is delayed much longer. 
e e e 

Publishers may get a break in 
the compromise postal rate in- 
crease bill now being drafted in 
House subcommittees. Pound rates 
on second class reading matter and 
zone rates on advertising are in- 
creased along the lines of the $115,- 
000,000 Neely bill, now before the 
Senate committee. But the House 
bill probably will not levy a sur- 
tax on publications with over 50% 
advertising content. This surtax 
is one of the most expensive and 
repugnant features of the Neely 
bill. 


GF Opens 2nd New Warehouse 


General Foods Corp., New York, 
has opened its second new-type 
warehouse in Harrisburg, Pa. The 
first warehouse, in Toledo, dem- 
onstrated the feasibility of having 
all GF products shipped to a cen- 
tral point, then relayed to whole- 
salers, rather than each GF divi- 
sion shipping independently. Ad- 
ditional warehouses will be opened 
in San Leandro, Cal., late this 
winter and Jersey City in Jan- 
uary, 1950. 


Two Name Honig-Cooper 


The Los Angeles office of Honig- 
Cooper Co. has been named to di- 
rect the advertising of XLNT Span- 
ish Food Co., Los Angeles, using 
radio, newspapers and point-of- 
purchase material, and China- 
America Trading Co., Los Angeles, 
using trade publications. 


Love Joins Wayne Agency 


James S. Love, formerly with 
Leo Burnett Co., Chicago, has been 
named an account executive of 
Tucker Wayne & Co., Atlanta agen- 
cy, effective Sept. 1. 


To Kilroy, Hague & Atkins 


J. B. Clark, former radio an- 
nouncer, has joined Kilroy, Hague 
& Atkins, Charlotte, N. C., agency, 
where he will direct operation of 
the agency’s new television de- 
partment. Mr. Clark will supervise 
the preparation of films for use by 
advertisers in the Charlotte area 
over Station WBTV. 


33 
Bothwell Names Kearney V. P. 


Frank A. Kearney, executive 
staff member of W. Earl Bothwell, 
Inc., New York, has been named 
a vice-president of the agency. 


General Cosmetics to Korn 
General Cosmetics Corp. has 


placed its advertising with J. M. 
Korn & Co., Philadelphia. 


OPEN ROAD for BOYS announces 
12 MONTHLY ISSUES PER YEAR an : 


=" PAGE INCREASE— 


"Attias by Connle theck, Joe DiMaggio, ma nerne 
_ September...and several top college football coaches — 
tell about their famous favorite plays in October. 


WIMJ-TV 


MILWAUKEE 


Owned and operated by 
the Journal Company 


WBEN-TV 


BUFFALO 


Owned and operated by 
The Buffalo Evening News 


announce the appointment of 


Harrington, Righter & Parsons, Ine. 


as exclusive national television representatives 


These stations recognize the necessity of using the services of an aggresive able 
representative who can devote full time to television in the national field. The 
newest medium demands such services. It is that important. With such a sales force 
the television station gets complete and proper attention to the many new advertis- 
ing problems arising in television. 


Harrington, Righter & Parsons, Inc. 


270 Park Avenue 


New York 17, New York 


Tribune Tower 
Chicago, Illinois 


WBEN.TV — Butfaio 
WFMY-TV — Greensboro 


WTMJ-TV — Milwaukee 
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The Pregonian 


AWWMODAICES & 


EyOUONARY CHMNGE 


MWCENERAL ADVERTISING 


If you want increased sales” 
in the great Oregon Market 
eee increase your space in 
_Oregon’s Greatest Newspaper 


Ape one ; ae + 


“More than a city newspaper...a part of the life of the region.” 
University of Missouri School of Journalism Award 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


ATE STRACTAIKE 


EFFECTIVE 
SEPTEMBER I, 1949 


The time has come when we can make available to 
General Advertisers bu/k and frequency 
rates to encourage the use of more OREGONIAN 


advertising...more often. 


Newspaper advertising is the greatest and lowest cost 
SALES creating medium in America. But, unless the 
advertiser uses enough space...enough times,..it cannot 


produce the sales results it is capable of producing. 


We believe that TODAY General Advertisers recognize 
this. We believe that greater use of newspapers will be 
an enormous help to advertisers in meeting and 
overcoming sales resistance in the “buyers’ market.” 
We have utmost faith in the future of the Oregon 
Market and the great Pacific Northwest. We want to 
help you get maximum sales in this area. That is why 
we are taking this revolutionary step of offering bulk 


and frequency discounts to all general advertisers. 


FIRST in circulation 
FIRST in reader response 
FIRST i. advertising volume 


regoni: 
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SCHOOL TIME—Teamwork for the Advertising Council's Better Schools campaign was 

discussed when Roy Larsen (left), president of Time, Inc., and chairman of the National 

Citizens’ Commission for public schools; Charles G. Mortimer Jr., chairman of the 

Advertising Council; and Kerwin H. Fulton, president of Outdoor Advertising, Inc., 

met to inspect a 24-sheet at 49th St. and 12th Ave., New York. Benton & Bowles is 
the volunteer agency for the campaign. 


TRAVELER—The lawn mower division of Reo Motors is taking its new line of power 

lawn mowers from coast te coast, visiting conventions and jobbers’ sales meetings in 

0 37-passenger Reo Flying Cloud transit coach converted for the purpose. This shows 

the interior display of mowers and parts, with catalogs, brochures and advertising 
literature on a table up front. 


BUSY WEEK—Maurice B. Mitchell (in dark suit), director of Broadcast Advertising Bu- 

recu, New York, spent a week in Denver, lecturing on radio advertising at the Uni- 

ver ity of Denver's radio clinic, and speaking to business and civic leaders and to the 

De: ver Adclub. Here he chats with (left to right): Quigg Newton, mayor of Denver; 

lee Knous, governor of Colorado, and Hugh B. Terry, v. p. and general manager of 
Station KLZ. 


DIA AMATIC—This new Dialamatic cartridge tooth brush, invented by Robert T. 
Plat, of Plate, Inc., Detroit, involves a major change in toothpaste packaging and 
{pp cation. The brush end unscrews so that it may be loaded with a cartridge 
mac» of membrane-like material inserted in the hollow handle. Cartridge and 
brus) are both re-sale items. A dial knob at the end of the handle, when turned, 
‘uses @ piston to travel the length of the barrel, exerting pressure on the col- 
laps sle cartridge, feeding the toothpaste to the bristle ends. The picture shows 
the crush with cap removed, and the case serving as a rack with bristles pointed 
down for ventilation and drainage. 


PHOTOGRAPHIC 


SPRINGMAID QUEEN—Col. Elliott White 

Springs, president of the Springs Cotton 

Mills, poses with Mrs. Mavis H. Funder- 

burk, winner of the 1950 Miss Springmaid 

contest held at Springs Park, Lancaster, S. 

C. Mrs. Funderburk is the third winner of 
this annual contest. 


MEDIUM—Ghostly “queen” above Los 

Angeles is neon plug for Hair Queen 

Corp., on the first helicopter ever used as 

ad medium. J. M. Straus, agency owner, 

heads Copter-Ads organization, which 

offers the new service on the West Coast 
and elsewhere. 


MISS STARDUST—Judy Tyler, 17-year-old 
Teaneck, N. J., high school girl, was 
chosen “Miss Stardust of 1949” from 25,- 
000 entries in the annual beauty contest 
sponsored by Stardust, Inc., New York, 
manufacturer of slips and bras. She will 
receive $500 in cash and a modeling 
contract with Harry Conover. 


~ 


WITNESS PREMIERE—Executives of Roberts, Johnson & Rand branch of Interna- 
tional Shoe Co., St. Louis, were on hand for the premiere of the Howdy Doody TV 
puppet show, for which the shoe company has contracted the 4:45-5 p.m., CDT, 
spot for Poll-Parrot shoes over the full NBC television network. Left to right are: 
E. Quigley, merchandise manager, Poll-Parrot shoes; V. T. Pettus, board director; 
A. White, merchandise manager, children’s shoes divisions; Frank Freund, general 
manager, and H. Donahie and S. Bland, sales managers of Roberts, Johnson & Rand. 


4" PRIZE c 


PREPARES FOR FESTIVAL—In preparation for the Palo Verde festival to be held in 

Tucson early next spring, the Tucson Adclub has been spurring a drive to beautify 

the city by offering prizes to the youngsters bringing in the most palo verde seeds 
for planting. Here, Ade Abbott, club president, pays off to the happy winners. 


NEW PLANT—Production will begin in this newest plant of U. S. Printing & Litho- 
graph Co. in Redwood City, Cal., next month. The plant includes multi-color litho- 
graphic presses and complete finishing equipment, and is the newest of six U. S. 
plants. The San Francisco sales office of the company will be moved to the plant, 
and headed by K. W. Weyer, formerly in the Milwaukee office, who is the new 
California sales manager. A Seattle office, under F. R. Chambers, will continue. 


. 
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DONALD HELPS SELL—This display is part of the promotion backing introduction 

of a new bicycle by Shelby Cycle Co., Shelby, O., for the five to 12-year age 

brackets. The bike sports a head of Donald Duck under the handlebars and a 

quacking horn is synchronized with electric flashing eyes. Trade and consumer 

advertising is scheduled for fall through Howard Swink Advertising Agency, 
Marion, O. 
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heads, 
Place,” and took 


it with classified 


'“TOOK IN $320 from 
a $40 CLASSIFIED AD” 


This chap developed a service for agency 
ran a $40 classified 
ADVERTISING AGE’s “Advertising Market 


$320. He has subsequently repeated this per- 
formance several times. 


As any mail-order man will affirm on a 
stack of Bibles, an 8-to-1 payoff direct from 
the ad is really sumpin! Character of circula- 
tion is the answer. 


As this advertiser comments, “ADVER- 
TISING AGE reaches the men at the deci- 
sion-making levels,” so, if you want a decision 
in favor of your service, your product, your 
proposition, tell the advertising world about 


AGE’s “Advertising Market Place.” 


insertion in 


in 32 sales for a total of | 


space in ADVERTISING 


Information for Advertisers 


No. 3376. WIND Coverage Areas. 


Station WIND has available a 
coverage map that includes a 
county tabulation showing the 
number of radio homes and a 
graph indicating per cent of Chi- 
cago daytime audience and min- 
imum cost of daytime announce- 
ments for Chicago stations. 


No. 3377. Chicago Daily Newspa- 
per Coverage and Duplication. 


Information on self-duplication 
and net per cent of market cov- 
erage by readers reached by two or 
more Chicago daily newspapers in 
every possible combination is giv- 
en in this study made by Publica- 
tion Research Service and pub- 
lished by the Chicago Sun-Times. 
Based on a sample of 3,566 per- 
sons, the study also includes data 
on Chicago newspaper readership 
by housewives and by age groups. 


No. 3378. Man-Market News. 


Argosy publishes periodically a 
four-page newspaper-style report 
on selling and sales conditions 
among men. Vol. I, No. I contains 
news of the “selective selling 
trend” in advertising and a com- 
pilation of circulation growth 
among leading men’s magazines. 
This and succeeding numbers are 
available to anyone wishing to 
be put on the mailing list. 


No. 3331. Des Moines Market Data. 


KRNT, the Des Moines Register 
and Tribune station, has issued a 


68-page booklet containing mar- 
ket data for the Des Moines area 
and coverage figures for the ABC | 
affiliate. 


No. 3379. Eyeing Media Perform- 
ance in South Texas. 
This six-page folder, issued by 
Station WOAI, San Antonio, con- 
tains a comparative analysis of 


newspaper, magazine and radio 


Note: Inquiries for items listed above 


performance in the area. Coverage 
of each medium in a 65-county 
area is indicated in identical maps 
placed side by side on the inside 
spread of the folder. A county 
analysis of population, retail sales 
and effective buying income is in- 
cluded. 


No. 3340. Mattress Survey. 


Number of mattresses in the 
home, features affecting choice 
when purchasing, sources depended 
on most for information, interest 
in trial offers, opinions on prices, 
and many other questions about 
mattresses are answered in this re- 
port on a questionnaire sent to 100 
Iowa farm homemakers by Wal- 
laces’ Farmer & Iowa Homestead. 


No. 3364. Pathfinder Sewing Sur- 
vey. 

In this report, Pathfinder tab- 
ulates returns from a survey of 
women subscribers on home sew- 
ing. Answers show how many do 
any sewing; what articles are 
made; purchase of fabrics by 
brand name; ownership of sewing 
machines and their kinds and 
brands; and purchase of thread by 
brands. 


No. 3325. Facts About Capper’s 
Weekly Families. . 


Size of families; number of per-| 
sons, by age and sex; number of | 
rooms in house; ownership of pas- | 
senger cars, trucks and tractors; 
place of residence (farm or non- 
farm) and many other facts about 
its readers are reported in this 
study, published by Capper’s 
Weekly. 


No. 3347. A Report on Advertising 
Linage First Quarter of 1949. 


Department store, total retail, 
national and total advertising lin- 
age is reported by the Philadelphia 
Bulletin in this new folder. 


will not be serviced beyond Oct. 10. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
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{| CITY & ZONE 
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date 


Wieg Thursday noon, 11 doys preceding 
y clossified advertisements take card rate of $10.75 per column inch. Regu: 


Cosh, with order, Figure bold foce heeds, 


20 letters and spaces per line; light body face 40 per line. Bon 
deadline 


publication 


or cord discounts on multiple insertions ond spoce over 5 inches opply on displey 


HELP WANTED 


ARTIST-ART DIRECTOR 
Must know Color.Illustrator 
George Williams Co..Personnel 
209 8S. State St. HA-7-2063 Chicago 


Advertising Salesmen with car call on 
advertising agencies, mfrs., etc., to cover 
Chicago area and middle western states; 
newest medium since motion pictures 
and television. Write c/o Bowling Supply 
Co. or phone DE-2-6734. 

FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive-Creative-Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR-2-0115 Chicago 


AGENCY OPPORTUNITY 
Growing Chicago agency billing about 
$3,000,000 interested in that rare man who 
combines account executive personality 
with outstanding copywriting ability. 
Prefer man now in an agency or depart- 
ment store. Opportunity is unlimited. 
Write for confidential interview with head 
of agency. Our organization knows of 
this ad. 

Box 2617, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FILM SALESMAN—Large, long-estab- 
lished producer of motion pictures and 
slide films for business, industry, edu- 
cation, training, etc., offers excellent op- 
portunity for live-wire salesman who 
gets results. Must be familiar with me- 
chanics of film production. Experience 
as writer-director advantageous. Please 
give experience, qualifications, refer- 
ences and income requirement in first 
letter. Write in confidence. Our people 
know of this opening. 

Box 2610, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


“PRODUCTION MANAGER > 


$7500 


Alert, aggressive agency in growing 
Southwestern city has opening for exper- 
ienced production manager, man or wo- 
man. Please write full details, giving age, 
background, salary requirements. 

Box 2623, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


WANTED SALES -ADVERTISING - 
MERCHANDISING MANAGER for Na- 
tional repeat mail order business and spe- 
cialty. Must have proven record plus good 
background to handle the varied details. 
Opportunity. 

P. O. Box 869 

Alliance, Ohio 


Hartford, Connecticut, insurance company 
wants a young man with substantial ex- 
perience in printing production, who 
would be qualified to prepare specifica- 
tions for printers, order engravings, and 
follow through on proofs to obtain good 
interpretation of artists lay-outs. He 
should also be qualified to design good 
typographical plans and layouts for forms 
and for general work. The work is 
largely letter press but with some offset. 
This man would act as co-ordinator be- 
tween the Company’s printing plant and 
outside printers and the various depart- 
ments of the Company which have print- 
ing requirements. Capacity for growth is 
a qualification. 
Box 2596, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
ADVERTISING DIRECTOR 
for one of the top manufacturing Corpor- 
ations in one of the foremost industries. 
Must have top experience. 
CLARK PERSONNEL 
27 E. Monroe St., Chicago CE-6-8617 


ASS'T. SALES & PROMOTION MGR. 


For business magazine. Experience in copy 
writing, ad layout, market research ne- 
cessary. Capacity to assume responsibil- 
ity a qualification. Give age, experience, 
salary desired. 

Box 2632, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


~~ POSITIONS WANTED 


TOP AGENCY MAN 
AVAILABLE 
Exec. 43, 22 yrs in agency bus., inc. op- 
eration of own agency before the war. 
Experience covers virtually every adv 
field. Thorough knowledge television. 
Resume on request. 
Box 2628, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Copywriter—Agency and mail-order cata- 
log copy experience in farm and industri- 
al equipment; all hard lines. Can take 
full charge of catalogs, manuals, etc. 
Joseph Hagans, 6146 Kenwood, Chicago 37. 
ARTIST—12 years ex~- all-around layout, 
lettering, roughs & finished, retouch. 

Box 2611, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
CAPABILITIES AVAILABLE-ADVERTI- 
ING & Sales Promotion. Experience 
background of farm, hardware, furniture 
and intangibles (circulation and service) 
from problem to release, including exter- 
nal house organ, catalog and direct mail. 
Appreciate test problem before interview. 

Box 2612, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


NEWSPAPER ADVERTISING MANAGER 
College man. Early thirties. 10 years ex- 


POSITIONS WANTED 


ADVERTISING ASSISTANT 
To the busy adv. exec., I offer an agency 
background with copy, layout and produc- 
tion experience. Ideas and the ability to 
see a job through are my long suit. Will 
relocate. 

Box 2616, ADVERTISING AGE 

11 East 47th St., New York 17, N. Y. 


HARD WORKER AVAILABLE SOON! 
Young man with extensive insurance and 
financial advertising experience wishes 
to join firm offering a sound future. 

Box 2618, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
Someone, somewhere, realizes that a Pub- 
lic Relations program involves more than 
publicity. That’s the firm I’m looking for. 
My training includes 12 years with news- 
paper, ad agency, PR staff of largest 
firm in industry. Ready now to spread 
my wings, want to help plan, activate, di- 
rect rounded PR program. Located in 
mid-west but willing to move. Age 32. 

Box 2620, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
NOT SO BRIGHT YOUNG MAN WANTS 
to return to advertising. One year agency 
training, 15 mos. space sales. TV exper- 
ience and writing background. Want agen- 
cy or adv. dept. position, Chicago, New 
York or West Coast. 
Box 2621, ADVERTISING AGE 
100 E. Ohio’St., Chicago 11, Ill. 

SALES EXECUTIVE 

Will be available. Years of experience 
selling Merchandising, Advertising with 
large companies. Contacts leading Mail 
Order Houses, National Variety Depart- 
ment stores, coast to coast. Hard and 
soft lines. 

Box 2625, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

HERE TODAY 

but tomorrow (and the next twenty five 
years) I will be selling from the Chicago 
address on your letterhead. You will be 
writing an invitation for a tough job to 
a 4-A agency executive with the ideal 
background and prime stamina to direct 
your advertising department. 

Box 2626, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


NEW BUSINESS—ACCT MANAGER 
Proved ability to “nose out’ new clients 
spending 15 G to 150 G. Good “closer”. 
Experienced in media, research, copy, 
production and art buying. Young, 31, 
personality that goes well with clients 
and with agency teamworkers. Now acc’t 
executive in small agency. Seeks men who 
believe ambition’s best incentive is the 
reward. 

Box 2627, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


COPY-PROMOTION-RADIO 
Creative writer available in two weeks-1; 
years experience agency, publication, radi 
station background. Resume, references o 
request. 

Box 2622, ADVERTISING AGE 
11 East 47th St., New York 17, N. Y. 


EXPERIENCED as a large scale plann« 
and purchasor of printed materials, re 
lated supplies and services; a superviso 
of creative, administrative and cleric: 
personnel; an administrative planner an 
manager; and a problem solver in varie 
operational and sales areas. Now em 
ployed, but ready for bigger responsibil: 
ties in a spot that needs experienc: 
energy and persistence. Present salar 
$6000, but will talk in terms of perfor 
mance opportunity. 

Box 2630, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
Radio and market research experience |} 
years) available—well qualified for time 
buying. Have basic knowledge of advertis 
ing. Know audience surveys thoroughl) 
program and time values, station cover 
age and ratings in whole USA. Conscie: 
tious worker. For complete data addres: 

Box 2629, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
PUBLISHERS: A hard-hitting assistant to 
a top-notch mag-section, newspaper, book 
or mag. publisher. Experienced in mana- 
gerial controls, bus. admin., office mng- 
ment, printing production, advertising and 
circulation. Was Production Mgr. and 
Ass’t to Pres.-Publisher of Nowadays 
Magazine-Section until firm closed. Age 
26. Married. Attended Bryant & Stratton 
and Northwestern. 

Box 2631, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


~~REPRESENTATIVES AVAILABLE 


PACIFIC COAST 
REPRESENTATIVE AVAILABLE 
Seasoned. 10 yr terrific sales record 
Prepared to prove with cold hard linage 
figures that we are beating the pants off 
leaders in the field in this market. 

Box 2614, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


.REPRESENTATIVES WANTED 
A national industrial publication, circu- 
lation 52,100 monthly, seeking two ex- 
perienced industrial space representatives 
One for the Eastern Penn., South Jersey, 
Maryland area and one for the New Eng- 
land States. Excellent leads furnished. Ap- 


plicant must prove ability. Past income 


should have grossed annually $6,000 min- 
im''m. Write Industrial Ledger, Tenafly 
N. J. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


John Andrews 1504 Dodge Omaha, Nebr 
ATTENTION PUBLICITY DIRECTORS: 
Wanted—suitable pictyres for syndica- 
tion to newspapers. You pay low cost of 
distribution. Don’t delay—write, wire 
phone—today for complete information-no 
obligation. Special Correspondents, Inc 


230 E. Ohio St., Chicago 11, DE-7-1065 


and directing salesmen. 


sider any location. 


AN UNUSUAL COMBINATION 
OF ADVERTISING EXPERIENCE 


This man has the kind of experience that builds sound 
client relationships for an advertising agency. As an ac- 
count executive he can talk the sales-managers’ language. 
He has had 11 years of “firing line” selling and merchan- 
dising experience . . . making advertising work in the field 


This working knowledge of sales is backed up by 9 
years as account executive with 2 top-flight agencies in 
New York and Chicago. His experience is strong on food 
and drug accounts. A “team” man, he works well with 
people. Available now because of client merger. Will con- 


Box 7438, ADVERTISING AGE, 100 E. Ohio, Chicago, Ill. 


perience local, national, classified. No 
“mystery” man, just plenty sales and 
layout ability. | 
Box 2613, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
VERSATILE ADVERTISING MAN 
25, advertiser and agency experience. Col- 
lege B. A. Formerly - account exec; asst. | 
ad mgr. large industrial firm. Now part- | 
ner small agency. Strong on sell copy. | 
Proven successful career. Experienced all | 
phases advertising. Can move anywhere. | 
Box 2615, ADVERTISING AGE | 
100 E. Ohio St., Chicago 11, Il. 
LAYOUT ARTIST 
Desires creative position with progres- 
sive agency or firm in Philadelphia-Bal- | 
timore-Washington area. Reasonable sal- | 
ary, married, age 31. 
Box 2619, ADVERTISING AGE 


11 East 47th St., New York 17, N. Y. 


CAN You UsE 


an ADV. MGR. with 
Ad Agency Experience? 


|‘ you want to get that last full measure 
of devotion from your advertising 
agency in return for their 15% of your 
budget, my four years’ experience as 
Agency Account Executive will help your 
ad dollars buy more. My fifteen years’ 
prior experience as Sales Promotion Man- 
ager and Advertising Manager for na- 
tional advertisers have given me thorough 
background knowledge of printing pro- 
duction, art, layout, merchandising, pre- 
mium deals and trade-show exhibits. | 
am a prize-winning camera hobbyist, so 
can take own photos. Pleasing person- 
ality, adaptable, flexible, get along with 
people. | can give orders or take them. 
A letter to this box number will bring 
me, or a detailed and documented re- 
sumé of my experience and references... 
whichever you prefer. 


Box 7436, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


TOP AGENCY-EXECUTIVE 
AVAILABLE 


Has sold and closed important n- 
tional accounts. 

Has paced creative staffs to recor 4s 
of results seldom equalled. # 

Has invented noteworthy “firs's 
in Merchandising. 

Business author as well as prac’ '- 
tioner. 

Emphasizes “We must equip te 
contact men with the material to sll 
the plan, the campaign, the ad, > 
the display-card idea”. 

Has spotless reputation. 

Has for years been in a position 
where few people would think .1¢ 
could be approached. 

Compensation $40,000.00. Either on 
the line, or give me the proper c! \y 
and I'll carve it out. 


Box 7441, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WRITER OPEN TO TEMPTATION 
They love me where I work now (large, large 
agency) and I love them. But divine discontent 
has thirtyish me peeking discreetly about for 


| a copy supervisory job—or equivalent in money 


and responsibility. You know—and I know— 
what an agency expects of its top creative 
people. That's me—and pardon my modesty. 
If you're looking, I'm listening. 


Box 17439, Advertising Age 
11 E. 47th St., New York 17, N. Y. 


FOOD MAN 


Extensive new business, adminis- 
trative, contact and merchandising 
experience in agency, large and 
small, manufacturer and chain 
store fields. Under 40, married, 
solid, creative, organizer, producer. 
Highest references. Box 7424 
ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Rival Offers Price 
Guarantee for All 


Purchases in 1949 


Kansas City—Rival Mfg. Co., 
nanufacturer of such household 
appliances as broilers, juicers, can 
openers and the Ice-O-Mat for 
crushing ice, has informed its deal- 
ers that it will guarantee prices 
on all products for the remainder 
of 1949. 

In his letter to dealers, Foster L. 
Talge, Rival president, declared 
that “all Rival products which you 
have purchased from us since Jan. 
| and for the balance of 1949, are 
guaranteed against price decline, 
including any inventory you may 
have on hand at the end of this 
year from such purchases.” 

“Business,” Mr. Talge continued, 
“is on the increase, and in our 
humble opinion there is not going 
to be enough merchandise to meet 
the Christmas demand. For your 
information, we increased our fac- 
tory production personnel three 
times since June 1, and are run- 
ning two and three shifts in some 
of our departments although our 
finished inventory is no greater 
than it was on that date.” 


Extends Operating Schedule 


Effective Oct. 2, KNBH, NBC 
television station in Hollywood, 
will extend its operating schedule 
from five nights to seven nights 
a week for a total of 27 hours. The 
seven-day schedule will allow the 
station to program many eastern 
telecasts previously unavailable on 
the West Coast. 


Ost Joins Bumberg Agency 


Arthur Jay Ost, formerly ac- 
count executive of D. H. Ahrend 
Co., has joined Jay Gabriel Bum- 
berg, Advertising, New York, as 
production and copy coordinator. 


Norwich Pharmacal to B&B 


Benton & Bowles, New York, has 
been retained to handle the ad- 
vertising for the major consumer 
products of Norwich Pharmacal 
Co., Norwich, N. Y. 


EXECUTIVE SALES 
POSITION OPEN 


with fine quality creative printer 
and lithographer having national 
reputation for careful production. 
If you want more opportunity, and 
better service to offer your clients, 
this opening should interest you. 
You will not be confined to a lim- 
ited territory. You will have every 
chance to go places with this ag- 
gare minded, friendly producer. 

ou must have sales experience in 
printing and lithography, and be 
under 45. If you build your sales 
on your ability to give intelligent 
service, and you want to live in a 
“livable” country, write D. L. Bell, 


The E. F. Schmidt Company, 3420 
W. Capitol Drive, Milwaukee 9. 


-» YOU NAME IT!.. 


I can do it. Nine years experience in all 
phases of advertising. Space selling, in- 
dustrial advertising manager, 4A agency 
account executive, agency media and re- 
earch director, public relations, sales pro- 
.otion, and direct mail experience. Avail- 
aole soon. Interested in connection with 
avency in New York City or Eastern Sea- 
ard area. College, veteran, three chil- 
dren, 


Box 7435, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


— wo 


2VERTISING DIRECTOR 
2ks organization needing 
2own-to-earth Merchandising 


Aggressive Sales Promotion 

\ ere 22 years extensive experience in both 
‘ d and soft line advertising can be used to 
advantage. Thorough know-how in mer- 
ndising, market research, sales training ad- 
‘ising and display with comprehensive 
onal manufacturer, dealer and retail back- 
ind. Thorough knowledge of copy and 
yhic arts, 


*_2*A wer 


publicity, agency relations and 
edure. Excellent organizer. Married, 39. 
ume sent on request. Minimum start $12,- 

Write Box 7437, ADVERTISING AGE, 
East Ohio St., Chicago 11, Ill. 


XPECTANT MOTHER MAILING LISTS 


* can supply up to 5,000 expectant 
‘ther names weekly, current and 
‘ranteed authentic, can give na- 
nal coverage by States. Weekly or 
nthly service. Prices very reason- 
e. BURGESS INDUSTRIES, PO 
)X 937, JACKSON, MISS. 


, wre orm n 


To Air ‘Meet the Missus’ 


Alberts Products Co., Portland, 
Ore., has signed to sponsor the 
11:30-11:45 a.m. segment of the 
Saturday “Meet the Missus” pro- 
gram on 13.Columbia Pacific net- 
work stations in California, Wash- 
ington and Oregon. H. C. Morris 
& Co., Los Angeles, is the agency 
for Alberts. 


Promotes Hellickson 

George C. Hellickson has been 
promoted from associate director 
to director of public relations of 
Olmsted & Foley Advertising 
Agency, Minneapolis. He succeeds 
George C. Jordan, who has re- 
signed to open his own public re- 
lations counseling service Sept. 1. 


Opens New Regional Office 
U.S. News & World Report has 
opened a new regional advertis- 


ing sales office in Washington, D. 
C. Walter V. Bennett, who has 
been regional manager of the Phil- 
adelphia office, has been named 
regional sales manager of the new 
office."The Washington headquar- 
ters are at 24th & N Sts., N. W. 


Nielsen Retains Kobak 


A. C. Nielsen Co. has retained 
Edgar Kobak, former president of 
Mutual Broadcasting System, to 
make a study of methods of im- 
proving and expanding Nielsen ra- 
dio and television index services, 
with particular emphasis on the 
needs and desires of clients. 


Joins Deutsch & Shea 


Deutsch & Shea, New York, has 
elected Peter J. McKenna vice- 
president, effective Sept. 1. He 
was formerly with William Von 
Zehle & Co. 


GF Airs ‘Father Knows Best 


General Foods Corp. is spon- 
soring a new situation comedy 
program, “Father Knows Best,” 
starring Robert Young. The show, 
promoting Maxwell House coffee, 
is heard on 146 NBC stations, 
Thursdays at 9 p.m., PST. Benton 
& Bowles is the agency. 


37 


Appoints Verstraiete 


John Verstraiete, publicity and 
promotion director of the St. Paul 
Association of Commerce, has been 
made assistant to R. J. Fitzsim- 
mons, vice-president in charge of 
traffic of Twin City Rapid Transit 
Co., Minneapolis, in a public rela- 
tions capacity. 


LAKE SHORE 


_ELECTROTYPE co 


Every day is Labor Day for Jamison... 


According to our man Jamison, a good radio and television representative 
is a fellow who makes things easier, more efficient and more 


profitable for other people. And, of course, the types of other people 


he is particularly interested in are: 


1) broadcast advertisers... and 


2) broadcasting stations. 


“We representatives,” he often says, “are in business for just one thing 
..-TO GIVE SERVICE. National Spot Broadcasting is an 

exceedingly complex medium...often involving hundreds of different 

stations, each on a separate contract. Few advertisers, and even 

fewer stations, are equipped to make all their own arrangements. But 
firms like Weed and Company, with offices in every major time 


buying center across the nation, are in a position to render a 


unique and valuable two-way service. 


“Performing this service expertly requires hard work and plenty of 


We 


and company 


ed 


it... which undoubtedly accounts for 
my Own personal success, as well 
as the outstanding position of 


Weed and Company in the field.” 


san francisco . 


...and he loves 


boston . 


atlanta 


chicago ° 


radio and television 
station representatives 


new york -« 


detroit 


. hollywood 


Sea 


me Re a ee ree Die, ee a i va ee en ee ee ee ae eee Se Re, Seger Mer ier, 
. ae, ae ee a a siecle Tn ieee. eae Ne i ae ge War oe en er er a 
be . ° . % ° . Vad 
Pe ee 
| 
D 
= a | — p | 7 
| 
i. 
PELLET Se TS a ELS SE ET 
aie = re ee : o ; Te 
aes ae on , 
7 | aa aie : 50 i : ae es ee be Pie — 
| | 
| NN 
| : 
| 7 
> 
7 
__| | 
a ; 
i ; 
a | 
- AGE 1t 
11, Tl. e 
~.. Y ¢ 
os Al aw, Me 
,% ‘, 4 * 3 // / 
ae Al ."*. ye , | 
wh,’ He / | 
1 / 
\ mM 
OM G ) 
f \' 
es | ee 2 
| 
’ 
>» a i : 
EH — 
Sx) 
& 
: ee wA\y | 4 
Wil — ent. | 
v : 
Sea ] ' 
ee i Y 
W y) A yy) 
eS . jy x ¢ 
ee . \ h » 
ee a 
ITIVE : = : 
\ 
, \/ 
¥V, es CS 
= 
QA SS 
e4 : 
| ee - 
pS ude \ 
‘ ’ 
e a 
ese yn 
Be r 
11, Il. . 
a 
—<—<—<—<—<—<—— = 
eT Pe ee ee 
idising 
e and 
chain 
arried, 
ducer. 
i 
a | 
———— rr 
cided ta a PE Ge i ee A RO ene Moe S as : %.° See ne ee a gt BS eis ly yc bi es gtag Et Egy re <A Bi eae A Saeed ht ane thal ok f a Peon ee ae Le Sent ee a feed i sa, fas ca Oe Se ? a me ae ere Pee — eS ee 


Signs ‘Hil Jinx’ Show 


Charles of the Ritz, Inc., has 
signed a 52-week contract to spon- 
sor the Tex and Jinx McCrary “Hi! 
Jinx” program on Sundays, 12- 
12:30 p.m., starting Sept. 4. Peck 
Advertising is the agency. “Hi! 
Jinx” also is heard Monday 
through Friday from 8:30-9 a. m. 


To Mac Wilkins, Cole 


Consolidated Dairy Products Co., 
Seattle, maker of Darigold prod- 
ucts, has appointed the Seattle 
office of Mac Wilkins, Cole & 
Weber to handle its advertising. 


Association Changes Name 


Effective Sept. 1, the National 
Electrical Wholesalers Association 
will change its name to National 
Association of Electrical Distribu- 
tors. 


{Hold High Level 


of National Ads 
for First Half 


Dollar Volume Was Up 
0.7% for Six Months, 
Statistical Unit Says 


New York—Dollar expenditures 
for national advertising in lead- 
ing media for the first six months 
of 1949 were seven-tenths of 1% 
greater than during the corre- 
sponding period of 1948, accord- 
ing to Publishers Information Bu- 
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The PIB figures, as released by 
the Magazine Advertising Bureau, 
show that the over-all total for 
the media measured was up about 
$2,500,000, for a total of $357,862,- 
000, not including an estimated 
expenditure of more than $4,000,- 
000 on television, for which com- 
parable 1948 estimates are not 
available. 

The actual comparison showed 
the following: 


1949 1948 _ _— Per cent 
Six Months Six Months Change 


General 

magazines . .$215,834,977 $215,048,777 +0.4 
Farm 

magazines .. 15,809,616 14,879,322 +6.3 
Total 

magazines .. 231,644,593 229,928,099 +0.7 
Sunday newspaper 

sections .. 25,378,556 23,467,159 +8.1 


Network radio (gross 
billings) ... 100,838,725 
Television .... 


102,092,347 —1.2 
355,487,605 +0.7 


se A sampling of various classi- 
fications showed wide variations in 
the six-month patterns for types 
of products. For example, there 
was a general decrease in the ad- 
vertising of toilet goods, cosmetics 
and beauty aids. Medicine and 
proprietary remedy advertising in 
magazines increased somewhat, but 
was off sharply in other media, for 
an over-all loss of 7.3%. 

On the other hand, food products 
showed a substantial gain—about 
$2,500,000 or 5.2%. Food beverages 
also stepped up magazine adver- 
tising, but substantial losses by 
newspaper sections and network 


.|radio resulted in an over-all loss 


of 23.4% in this category. 

General decreases were shown 
in the national advertising of ap- 
parel manufacturers, PIB says, al- 
though most of the declines were 
moderate. Ready-to-wear (includ- 
ing underwear, corsets and bras- 
sieres) decreased 1.4%, while ho- 
siery advertising dropped 4%. The 
largest decline was in footwear, 
where total expenditures dropped 
8.2% compared to the first half 
of 1948. 


s Increases in the national. ad- 
vertising of communications and 
public utilities, insurance, manu- 
facturers’ material and supplies, 
and industrial machinery were 
registered. Financial advertising 
was down over-all, although up 
substantially in magazines. De- 
creases occurred in the advertis- 
ing of office machines, furniture 
and accessories, stationery and 
miscellaneous paper goods, and 
publishing and media. 

Cigaret and smoking material 
advertising in magazines, Sunday 
newspaper sections and network 
radio increased 18.5% in the first 
half of 1949, compared with last 
year, PIB says. The advertising 
of jewelry and watches and sport- 
ing goods also showed gains, and 
retail stores and shops boosted 
magazine advertising 14%. On the 
other hand, entertainment and 
amusement advertising budgets in 
national media went down 8.8%. 


s Home furnishings advertising 

increased more than 6% during 
| the period, the only decline in this 
category being attributed to house- 
hold fabrics and miscellaneous 
household furnishings. On the oth- 
er hand, electric appliances, radios, 
phonographs and television sets 
declined. But building materials, 
fixtures and equipment advanced 
10%, for a dollar increase of $850,- 
000. 

Advertising of passenger cars 
and vehicles moved up 24.3%, 
from $12,143,937 during the first 
six months of last year to $15,- 
098,597 this year. Advertising of 
automotive accessories, and of 
gasoline and oil, showed increases 
also, but tire advertising and truck 
advertising were down. 

Advertising of transportation 
facilities (rail, steamship and avia- 
tion) was 32.2% above the pre- 
vious year, and farm equipment 
and horticultural advertising were 
also ahead of last year. 
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Along the Media Path 


e The money which the News- 
Sentinel, Fort Wayne, Ind., did 
not spend on established public 
service features during World War 
II has culminated in a 2,000-seat 
outdoor theater, which was dedi- 
cated recently with a citywide cel- 
ebration. Officials of the News 
Publishing Co. put the money in 
a special fund, later making a gift 


of $100,000 for construction of the 
Franke Park amphitheater in 
memory of Oscar G. Foellinger, 
publisher of the News-Sentinel 
from 1920 through 1936. His daugh- 
ter, Helene R. Foellinger, now is 
publisher of the daily and presi- 
dent of the company. 


e The circulation trend is up— 
and UP—for London’s Radio Times. 
Latest ABC-audited net sales of 
the weekly magazine, from Jan- 
uary through June this year, 
averaged 7,776,982. The compar- 


able °48 figure was 6,992,040 
while the July-December, 1948 
average was 7,188,802. 


@ The Ideal Romance Group, Per- 
sonal Romances and Intimate Ro- 
mances, is inaugurating a new 
feature, “Your Ideal Shopping 
Guide,” to run monthly in the two 
magazines starting with Novem- 
ber issues. The depariment wil! 
feature product news and direct- 
to-consumer advertising and, says 
Publisher W. M. Cotton, will of- 
fer advertisers well over a million 
“young marrieds” at $3.75 a line. 
Eve Mercker will handle the new 
feature; Bill Corvell is in charge 
of sales. 


e “Food for thoughtful advertis- 
ers” is the headline of a 16-page 
sample of full-color pages taken 
from 11 weekly newspaper maga- 
zines, all locally-edited. A spread 
features the pictures of the 11 food 
editors for the gravure magazines 
which, though they stress the lo- 
cal touch, boast a total circulation 
of more than 2,100,000. Printing 
is handled by Standard Gravure 
Corp., Louisville. 


e Esquire reports that its Novem- 
ber issue will carry a total of 17 
pages of classified advertising, 
largest for this category in the 
magazine’s history. Also reported: 
Space reservations for December 
are running 40% ahead of last 
year. 


FARMERS 


Yes, you can safely "OK" the idea that FARM WEALTH 
means BUYING ABILITY. And . . . in St. Joseph's 18-County 
Trade Area, exclusive of the city, 80°, of the bank deposits are 
estimated to be FROM THE FARMER. 


And ... in this same area bank deposits have jumped up 
OVER FOUR TIMES since 1940. 


Coverage of this prosperous Farm Area is yours through the 
St. Joseph News-Press and Gazette. 


OVER 90,000 DAILY (M&E) OVER 50,000 SUNDAY 
OVER 88% HOME DELIVERED 


ST. JOSEPH NEWS-PRESS 


(EVENING ANO SUNDAY) 


St. Joseph Gazette 


(MORNING) 
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COUPON OFFER—The Easterling Co., dis- 
tributor of sterling silverware to homes by 
appointment, is offering this wall chart 
showing the oriain of the word sterling to 
home economists through couponed ads in 
home economics publications. First such 
copy will be a four-color gate fold ad in 
What's New in Home Economics (AA, Aug. 
15). 


Leader Tells WCTU 
That 57% of Deep 
South Now Is Dry 


PHILADELPHIA—About 57% of the 
area in the 13 states grouped as 
the “Old South” now are dry or 
outlaw hard liquor by state pro- 
hibition or local option, according 
to Mrs. D. Leigh Colvin, president 
of the Women’s Christian Tem- 
perance Union. 

Speaking at a meeting of the 
WCTU’s executive committee, Mrs. 
Colvin said that 824 of the 1,306 
counties in the southern states (in- 
cluding Oklahoma and Texas) 
have outlawed liquor. 

In Kentucky, where many dis- 
tilleries are located, 92 of the 120 
counties now are bone dry, she 
added. 

“The Old South,” Mrs. Colvin 
concluded, “is renouncing its tra- 
dition of mint juleps and bourbon 
whisky.” 


( Advertisement) 


Named by Grocers Firm 


T. Flynn has been appointed vice 
! -sident in charge of canning and 
‘ aned foods merchandising of Con- 
‘ idated Grocers Corp., processors 
1 distributors of Monarch, Riche- 
u and other nationally distributed 
ands. “In my job I must watch 
th buying sources and selling,” Mr. 
ynn says, “that’s why The Wall 
reet Journal, which covers every 
ase of activity important to busi- 
SS men, is invaluable.” 24,504 other 
mpany vice presidents are regular 
iders of The Journal (in a total 
ily audience of 233,123 business 
‘n.) These executives are a tre- 
ndous and influential market. If 
) u_ sell industry and want more 
' sults from your advertising dollars, 
) u should put The Wall Street Jour- 
" | at the head of your list. 


Cape Cod Tourist 
Ad Drive Develops 
$850,000 in Trade 


New YorK—A case history of 
tourist promotion which is esti- 
mated to have developed $850,000 
in tourist business from an initial 
investment of $3,500 in advertising 
by the Chamber of Commerce of 
Cape Cod, Mass., through Walter 
Weir, Inc., is set forth by the Bu- 
reau of Advertising, American 
Newspaper Publishers Association, 
in its “Advertising Facts.” 

Newspaper coverage was em- 
ployed in the most promising re- 
gions for prospects, and included 
165-line ads in a dozen metro- 
politan areas. The ads used old- 
fashioned type faces and were 
departmentalized in separate copy 
blocks, each featuring a different 
attraction—bass, fishing derbies, 
antiques, golf tournaments, art ex- 


hibits, etc. A booklet was offered 
to stimulate inquiries. 

When the inquiries were finally 
tabulated, 3,000 followup letters 
were sent to determine the num- 
ber of people who actually visited 
the Cape. A 21% response showed 
54% reporting that they had 
visited the area. 


Shoe Show Names Agency 


Fashion Shoe Show, sponsored 
by the Shoe Manufacturers’ Board 
of Trade of New York, has re- 
tained Frederick-Clinton Co. to 
handle advertising and publicity. 
Business papers and direct mail 
will be used to announce the show, 
scheduled for Nov. 6-10, at the 
Hotel McAlpin, New York. 


Pfister to Timely Clothes 
Harold F. Pfister Jr., formerly 
with Hart Schaffner & Marx, has 
been appointed sales director for 
midwestern states for Timely 
Clothes, Rochester, N. Y., with 
headquarters in Chicago. 


Housing Companies Name King 
John E. King, former Texas 
newspaper man and Washington 
correspondent, has been appointed 
advertising and public relations di- 
rector of the Texas Housing Co., 
Dallas, and New Mexico Housing 
Co., Santa Fe. Winfield Morten is 
president of both companies. 


Owen Joins Mills, Lund 


Sam Owen, formerly assistant 
advertising manager of Skilsaw, 
Inc., and publicity manager of 
Behel & Waldie & Briggs, has been 
named account service manager 
of Mills, Lund & Mann, Chicago 
agency. 


Publishes Sales Data 

James Lees & Sons, Bridgeport, 
Pa., rug manufacturer, has pub- 
lished “Rug Man’s Notes,” a sales 
data book for sales and executive 
personnel handling retail accounts. 
The book gives sales information 
and contains a complete carpet 
advertising schedule. 


Two Appoint Levy Agency 

Levy Advertising Agency, New- 
ark, has been appointed to handle 
the advertising of Vidcraft Tele- 
vision Corp., manufacturer of Vid- 
craft television sets, and Stephen 
Atlee, men’s clothing chain. Both 
are located in New York. 
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{) Ue letterhead paper youll , Vind in ofeccs where decisions count / 


Leaders in world trade...men who are helping to chart America’s future . . . recognize 
the importance of selecting the correct letterhead paper as a business representative. 

That’s why more and more business leaders now choose Cockletone Bond. They prefer it 
because its tough sturdy feel, lively crackle and beautiful shade of white lend added dignity 
to business messages. Why not investigate the advantages of this finer letterhead paper for 
yourself? The moderate cost of Cockletone Bond will surprise you. 


THE FINEST LETTERHEAD PAPER EVER PRODUCED BY HAMMERMILL CRAFTSMEN 


For the name of a member of the Hammermill Guild of Printers, ready and willing to supply your printing needs on 


Hammermill Papers, call Western Union by number and ask for ‘‘Operator 25.’ 


SEND THIS COUPON NOW... for Cockletone 
Bond portfolio containing specimens of 
good modern letterhead design which you'll 
find useful in appraising, improving or re- 


designing your present business letterhead. 


tone Bond. 


We will also include a 


sample book of Cockle- 


Me Gcée, Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


Please send me — FREE—the Cockletone Bond 
portfolio and sample book. 


or 
. PRINTERS 


Why “i Ta So ' cy y "ay ran , + M. - ae _ 5 ies Pigs a ae oa, oo oo ee ie abe 9 Re hall oF. Loe or eh a ee pis ih 4 oe. ". —s _- a] 
a eee ar On So, km OES te ea is ahi Se ef cae ius hans et a ae scien int ers Ba oj Memes tr eon oe : Spt Meh: aJth ee ee : 
fo. tr es oe Pe ae ee ae 3 aoe.” . ae oe ge sae AO te <4 ee meh ey og ge a EA es et * a oe 
ee ee a ree e pe ee 5 aaa 25, 2S VE a he ts a ig Tes if gids is a 

i I a a a am Si ies ' a = Ry om ee Baer Gee eee ie a Af VES ae 3 ‘ a iter aes 2 Sele SSF eels 

NE ei gin AM a Hale 1g: ae ee ee ee a ee ee ee ee ae a ee eee” erm: oe ead Pi St ete 

: ll ee  ———— ee ee oe a ee he eh sc a, is a Re ee el a 
‘ + . ¢ e 4 . 9 in eee vA Ss ey a al i or ae en oe. ae Naga am 

9, 194¢ idvertising Age, August 29, 1949 39 : 

int 
~ 
iP eee 
; / 
—— 
a — 
, i a = \ 
Nae Gay te 
af hw | 4 | |" 
~%i » j 
‘wy "ts tara | ee 
i t meme E —_ 
Res Seacee* SS tthe ) 
a os = ale _ — : 
yi. 
¥ gh 
th j cone ct —_ ee _ / 
! bh JL 4 
pt cheers SASS eae © 7 e 
tz Saw ad Aa Showcard TS PEs a 3 ne he : 
ed Be 7+ POSTERS + SIGNS = 
( fol } 1 ¥ 4 Curcaao fo j j 
SS wz ¢ / | 23137 | ; 
Se ‘ ly a ee , 
penny meyer ———— tg wg . 
ha a rH 
<a — oe eee ot ' - - 
P| ET aes a i a SA RIEL | oc, as nd Seen) 37 a 
\ \ | | — —— , 
ee | ia | | |): “SE5S“EC—_—- EES SSS E2_2 = 
= 7 ; i H =— . oS OOOO 
| | m | i | —— C — ————————aas—————SS— SS — 
= i a i —_Zaa SE 4 
Hi A | ee EN = 
| SS ee SSSSSSSSSSSSSSSSSSS_SSaa_qt : 
| . H | sees = 
_ 1 a: 2 SS =——_=-_--L]]SSSSSSBSEES5Q5SH Ss — 
J ——4 \ | y ———————— —S=SSSSS———==== 7. j 
= FF \\# = 
== MU: ———— —S= = 
— } | 4 } i Jaca \ — 
~TY AY | } === mee ————————————eeL,L, em” = 
—/ = ye | » SS eee 
b A a H | 4 | Os 
— t —_— ——————[SSESSSrES-]S]-S-=== 
— it I AM SSS Se A 
’ = u } ————— si‘ ;7T«723P hl” 7 
ce mee | yl wot 
~ | | oR al = = = ner ee et <n “2 Ja ~y T ¥ == 
- rh = \ifeeal ‘Nh = M — | 
§ %, | i | it = : - Se = | 
/ ‘, i | || ies oe ——— ———— ee Se oe = Sa 
£ ‘ lil | | H i UB ————— = —— ——. = “ = = a i a 
— -F | Ny) We —— —- _ SS a a 2 . 
ES et if |  oagitliy’, ae Se, See 
RSS 4) DR” es ee es jan ee | 
Hip NS Wos BS Heat OO ——— = 2: et 5 A JS eee ~ 
Mi Wee BE _ | i ——= ——— ———— = = 
—E a PN NN .| ie | li i 8 = yy, SS (= — 224 —— = ; 
MITT Lea tet . BA ee § ii | ' —SeS : =<——e—) = eZ 
HAE Re . es po ~" yaaa Sa ZZ 
Waa i oo Ry ree — F 7° 4 m . a Zo” 
|| aoe Vi . Sonne ns | i} ¢ id= —= a oe ’ Ce. ¢ _ OA GA | 
| ee ee ee wee SA. EF | 
sivas gaat ponent ccs gate — — Be 3 + eI FF? ‘ ee 3 pag } 
LR STE OE wnt Ef ) ZZ ° Mss, zz eo + gees 
TH Wy ries tie HY ; Reasetees ae U HH ify =; a — om Ae yt ae Sayin M Reh re Z EG oes 
LDR as 3 Iii ii] | i iia Ba = +. ges 
| Ress Miri ee “| ||  —<—_—/ilir ts A) Zs ue 
| a af MAEM ie ie ‘gi ‘OO ——s wien ithe E +: Aq =" See Aes Zo 
i pene th tetany ate Ps eed < 5 ie = eh: SSS es ares : 
egg BeO Hs star 4 PELET OCI Tf. ft om oe FF Kd SSS] aii ) 
| ¢ Sl ae, ee PEN tO ellCi:C(i(‘ #S GLE ! 
BB Se ~ ; | ai eal _- = =S=sab , A ————— i. SS : ; 
DE Eo ee IN Ma i lO Ae ; 
eT So: Baeeer Pc 2 2) \.:\ Ms WHA 
aaa ES 52 Aiea a RA \ SSSSS———————S—_—__———-—==== y Ig: WG HM, WIS 
| ee oe eee ieee es eh ye \ ee 8 ey Bh’ Hi) ta Se 
y Pa emer” ne IE ST ae iy : pRBorMBes SSS ees 1 l Y ail ied R 
| Fatt \ in AE SSS sd H) i] MY iw 
UT Lakers: a ——————_] EY ANTRAAN ae te 1H ////14) § La 
HHH TE a ee an “See: SS SSSSS= WA Nites ee, Hf i} 4 / 
| Beit . rT ae 
REE \SEE Si Da a RS ee yj Ii  -~ 
D AH rte tates ta es, ie Ree = = mn ha oy Wi Hi) \\\ sn 
TH HE pe sya! wis SFr zPSFFFe ==> |) ae Ip} /M\\\e ee } 
SE Ht ee Fz y ah) 
Mi rt eiietiticta! Fags + if 4 me bh i m ; nth; 2 ee es - ay t eo ae ) Hf) ; 
i : re aaa acne oe 5 ast iv ‘Saee ° if iy : : 
‘ 4 POUL ose Ft Fe, = 7 \ * Sant Wiis ae ; 
| MAT a EE en yet be ae cies See 4 ////) om , : ‘ 
Sah rere. ae ne re a ate el SS Hh 
ems RTH eA a oo SES hegre "ld wn SSS Se SNS * 
ry crereiiareisthes eH, R = : ¥« MEE 
j = == EER SES SY} bie : a ‘ te Vs > — . i 
y eR mi LL ————— SS ; : 
ae Hamm ry: SSS SS = SSS Ee =< 
af! em, ot 4 —— SSS —= —— = —— < 3 - . - 
oh ee Base” ee <—“ ~ 
< : i ae ——= ae —— Sa ———— =-4 = ——= . 
) hae ———— SS eee 
4 ~ ——— Sl SSS SSS =. i - a = 
ounty : 
is are . a 
— 

d up Ss | 

h the a } 

aie Z ae 

DAY Roe EE ae 

rrr A y 
HAMMER I > 
= ih GuILD 
me > } ] 
@ i. — | | 
ical 
' es Ri | | 
=e | Ore [T 7 iy “5 Pie * 0 | ee ee - 

om | Lt) ie | 
< i = ‘ | ‘osition a | P 

= ; | ar ; (Please attach to, or write on, your business letterhead) AA-8-29 

; | : — 
| | {Ct 2s hl oe e”:hUcT ee Cockletone W's ee ee 8 
és BF ; : é oy 
ii ; 5 WISER NAY FE PES ae NE MR LRA eS RMT AE GR, Pe geen EM Rm Eee ae IE RR RE ER Ce AR OT ool ee So MeO UE ia eC 


Tag Manufacturers Win 
FTC-Instigated Suit 


To the Editor: Your newspaper 
carried an article of the following 
date and description: June 9, 1947 
—“FTC Charges Tag Makers in 
Price Conspiracy Case.” May 26, 
1941—“Tag Makers Institute Ac- 
cused of Price Fixing.” 

The final outcome of the case 
has just been determined and is 
completely favorable to the tag 
manufacturers complained against 
by the Federal Trade Commission. 
That is a very unusual outcome 
and we feel that you will want 
to announce the fact to the end 
that the impression created by 
your previous story may be cor- 
rected. 

Subsequent to the complaint, 
filed in May of 1941, extensive 
hearings were held by the Federal 


This department is a reader’s forum, Letters are welcome. 


Trade Commission. In May of 1947 
the commission issued its findings 
and a cease and desist order. The 
tag manufacturers appealed those 
findings to the U.S.court of ap- 
peals for the first circuit, in Bos- 
ton, Mass., and on May 12, 1949, 
that court handed down a unani- 
mous decision vacating the findings 
and setting aside the order. On 
Aug. 12 the period in which the 
Solicitor General of the U. S. was 
privileged to ask the Supreme 
Court (on behalf of the commis- 
sion) to review the case expired, 
and the decision of the circuit court 
became final. 

As a matter of clarification, the 
practices complained against by 
the commission never involved the 
Tag Manufacturers Institute, a 
trade association. They were prac- 
tices provided for in an agreement 


ITS EASY, 
IF YOU | 


KNOW HOW! 


Hero or flop, success or failure —it’s plain old-fashioned 
Know-How that usually makes the difference! 


Take KWKH’s Hoopers, for 


example. Our latest Share of 


Audience figures (Mar.-Apr., ’49) show these results: 


MORNINGS ... 70°, Better Than Next Station (B) 


(Mon. thru Fri.) 


AFTERNOONS... 7°, Better Than Next Station (C) 


(Mon. thru Fri.) 


EVENINGS ...47°/, Better Than Next Station (B) 


(Sun. thru Sat.) 


In addition, BMB figures and paid-attendance at “live” shows 
give further proof of KWKH’s superiority in this rich South- 
ern market. May we send you all the proof, today? 


KW KH 


50,000 Watts « CBS (iguanas 


iSSippi 


The Branham Company Representatives 


Henry Clay, General Manager 


to report and disseminate prices 
(already in effect) and periodic 
statistical reports of sales by pro- 
duct classes. The agreement was 
(and still is) between Frank H. 
Baxter Associates and 30 tag man- 
ufacturers. 

As was stated at the time the 
complaint was issued, and later 
when the cease and desist order 
was issued, the objective of the 
tag manufacturers in fighting the 
case was to determine whether re- 
porting to and dissemination by a 
central agency of prices already in 
effect and statistics taken from in- 
voice copies, without agreement of 
any kind to adhere to prices, terms 
and conditions of sale was proper, 
and if such practice was proper, 
whether businesslike methods to 
assure the promptness and accur- 
acy of such information could be 
employed. The decision referred 
to above does, since it has now be- 
come final, sustain all of the prac- 
tices employed. 

FRANK H. BAXTER, 

Frank H. Baxter Associates, 

New York. 

e e« @ 
PR Companies, Too, Help 
Clients Evaluate Agencies 

To the Editor: In your Aug. 8 
issue Dan MacMillan states: “As 
the only people in advertising who 
have made it our business to in- 
vestigate agencies and make com- 
parative analyses of their skills 
and services...” 

Helping to evaluate or select 
agencies is a function that several 
ef the reputable public relations 
firms perform for their clients, 
particularly those public relations 
firms who know advertising. 

Twice recently we have been 
asked by clients to perform such 
a service. Our recommendations 
were based on impartial analysis. 
One was a medium-size advertiser, 
the other a large one. 

MacMillan certainly has a good 
service and has demonstrated his 
faith in the idea by specializing. 
More power to him! But let’s not 
lose sight of the fact that others 
are qualified and perform these 
functions, too. 

W. RapFrorp BASCOME Jr., 
Associate, John Orr Young & 
Associates, New York. 

.. 2 


. 
Ad-libber Gets Last Word 


To the Editor: We were amused 
by your comment in the Aug. 1 
issue in which you compared the 
engagement of Sculptor Mitzi Sol- 
omon by the Seely Shoulder Pad 
Corp. “to asking a full-back to kick 
a field goal with a tennis ball.” 
We should like to add that the 
tennis ball has had a terrific 
bounce! 

Paris coutouriers including Jac- 
ques Fath, Pierre Clarence, Nini 
Ricci and others are now playing 
ball with the rubber shoulder pad 
and are importing, for the first 
time in fashion history, American 
fashion accessories. 

Incidentally, the pads designed 
by Mitzi Solomon are made of Air 
Tex Foam Rubber which is 90% 
air. To borrow a crack from Ap- 
VERTISING AGE—“Such Air.” 

SIMON KAGAN, 

President, Seely Shoulder Pad 

Corp., New York. 

The Ad-libber: We’d like to see 
Those designers playing ball with 
a shoulder pad. 

Tt a 
Feast for the Wolves 

To the Editor: The enclosed 
photo may have a kick in it for 
you, editorially. A month ago we 
put up a car card which carried 
one of these bathing beauty photos. 
We knew some would be pulled 
off, because we’ve seen it happen 
before. 

But about half of the cards 


TAKE ONE—Having had trouble, previously, with removal of bathing beauty pic- 
tures from car cards, Gaston’s photo finishing company now provides four identical 
pictures with an invitation to “wolves.” 


mio i | 
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had the photos removed from 
them. 

So we now have this card, which 
offers four identical pin-ups for 
wolves. 

The client is the South’s larg- 
est photo-finisher, using car cards 
and newspapers, primarily, to help 
dealers build up neighborhood bus- 
iness. 

Bruce MorRAN, 

Bruce Moran & Co., Atlanta. 


‘Never, Says the Air 
Forces to the Pilot 


To the Editor: “The wind’s fall- 
ing off. Break out more sail,” said 
the skipper... “This is a steep up- 
grade. Give her the gas,” said the 
driver...“Head wind is picking 
up. Open the throttle,” said the 
pilot...“Current’s getting stronger. 
Better shake my tail,” said the 
salmon... “Sales are falling off. 
Curtail the advertising,” said the 
president. 

I was very much impressed by 
the above analogy, which your 
alert publication picked up from 
an agency and reprinted so at- 
tractively. I was so impressed, 
in fact, that I clipped it out, and 
passed it along to our salesmen. 
The first one requested a copy to 
carry with him on sales work. The 
second salesman, however, im- 
mediately pounced on one phrase 
[see italics], which we have typed 
above. He is Maj. James Millard 
Bishop, a member of the Army 
Air Forces Reserve, who has flown 
many planes many times. He im- 
mediately pointed out that when a 
pilot hits a head wind he definitely 
does NOT “open the throttle.” If 
he did, says Major Bishop, he 
would soon tear his plane to pieces! 
When a pilot hits a head wind he 
is more likely to close the throttle 
than he is to open it. Under some 
conditions he may leave it exactly 


where it is, but under no condition 
would any knowing pilot open th: 
throttle upon striking a head wind 
This is in no respect intended tv 
detract from the value of the anal- 
ogy itself, but in the interests of 
accuracy it should be corrected! 
DALLAS WYANT, 
Promotion Manager, South- 
land Industries, Inc., San An- 
tonio. 


Comments on ‘Anomaly’ 

To the Editor: Regarding Gray 
& Rogers’ “Anomaly” advice (AA, 
Aug. 15): 

If the skipper, the driver and 
salmon act as unwisely as the 
pilot, none will find it necessary 
to travel much longer. For only 
the most foolhardy flyer would 
“open the throttle” in the face 
of head winds. This measure 
would only have the effect of 
burning up more fuel when he 
needs it most. Rather, wise pilots 
find a level with more favorable 
winds. 

Technicalities aside, don’t you 
agree that the whole idea is a 
trifle smug and facetious for man- 
ufacturers whose ad budgets are 
necessarily glued to lower, nor- 
mal market sales expectancies? 

R. W. HOLzNEcHrT. 

Sales Promotion Department, 

The Parker Pen Co., Janes- 

ville, Wis. 


Any Suggestions? 

To the Editor: I am writing you 
to see whether you can offer me 
any help in finding some type of 
advertising work that I could do 
at my home. 

I realize this is rather difficult 
but I am a spastic and cannot find 
a position with an agency or ad- 
vertiser. I am a young man, 23 
years old and a high school grad- 


mCARTON CUTTER 
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customers unlock their homes.. 
cars.. 
your name is constantly before them. 
Has hundreds of uses for the house- 
wife, the business man, the sports- 
man or the secretary. Holds a 
standard razor blade in cutting 
position—locks and covers blade 
completely when not in use. 

4 Safe in the pocket, safe in the hand, 
the blade cannot be moved without 
openging cutter. 


a Mw 


Write for samples, discounts and 
data on the Cavalier and other 
related items. 


+. Ss 


YOUR NAME in 
every customer's hands 
a dozen times a day 


@ The Cavalier, the latest in carton cutters, dual 
purpose in action, carries your customers’ keys 
while it carries your name or message. 
invaluable, 24 hour a day reminder of you, 
your product, or business. Whenever your 

. their 

. open a parcel or cut a pattern, 


An 


Ydeda' cae 


ee ak 


ae ee, Be 


an =n se au 


= £«- *& & 


— a & 


Teo rea =: a - = je D © 


SS = es SS = 


wma 


- a 


f 40 Advertising Age, August 29, 194: 
i | 
, F, UVES Use NABER Alt pieuT YOU WOLVES... aE 
; > — ee s % oe f fe). Ade A > Hid x th VE - os A : & ‘ er | 
iu: | 
; 7 _ : Im ) 
3 
| Ce 
4 | 
' | 
. 
. \ 
. C 
; 
Z e © e 
“ ee ¢«e 
a _ 
| a 
2 ay | 
oS + D 
“- : ’. ~\ 
> ey 
; / \\ \ r 
, p~ \ \ 
i \ bs | pp \ } x 
: ae > 
: » am | 
~ 
= | 
| — | 
we _ 20. ee e@ 
ee 
-_ | 
ae - ' J 
A P | “TO : 
8 is | Ll 
es 
F ha 
4 eee 
I 
EA ms AQ 
<a & - 
: SS Sag zg * GG | 
7 a \S 3 
: se \ “SS ; 
ES —“—@ —" nae 
ag 
| Lae 
es 11 
a - ; 
Se ( 
, = 
aa | | 
| FA a . 
‘ wie ye wi . 
| C52-45) I | 
SHREVEPORT ~~. LOUISIANA | 
r : | n 
: . w } { 
ee —S ' 
' ee 


29, 194: 


juty pic- 
identical 


ndition 
»ypen th: 
ad wind 
ended tv 
he anal- 
rests of 
scted! 
YANT, 
south- 
n An- 


ng Gray 
ce (AA, 


ver and 
as the 
ecessary 
‘or only 
> would 
he face 
measure 
ffect of 
vhen he 
se pilots 
avorable 


m’t you 
lea is a 
or man- 
gets are 
er, nor- 
ncies? 
ECHT, 
tment, 
Janes- 


ting you 
offer me 
type of 
could do 


difficult 
inot find 
y or ad- 
man, 23 
ol grad- 


Advertising Age, August 29, 1949 


uate of 1945. I have also com- 
pleted four correspondence courses 
from the University of Wisconsin. 
[wo were in advertising and one 
each in marketing and business 
law. 

Since graduation I have written 
nany advertisements for Snyders, 
1 local men’s and women’s wear 
‘irm owned by my father. In 1946 
{ sent out direct mail advertising 
or a local paper firm that is no 
onger in, business. Last year I 
vorked for Better Business, Inc., 
ind Taylor Business Service, two 
ookkeeping firms here... 

Here is a copy of a letter which 
Walter Fanning, advertising man- 
iger of Nunn-Bush Shoe Co., Mil- 
waukee, sent to several agencies 
in Milwaukee last year in re- 


gard to a job for me: 

Gentlemen: James R. Snyder, 134 
Woodland Lane, Oconomowoc, is a very 
unusual young man. He came into our 
office seeking employment, after writing 
as fine a letter as we have ever re- 
ceived. 

Jim is a spastic. I don’t know how much 
you know about spastics but they fre- 
quently have very fine minds. This 
is the case with Jim. Widely read and 
possessing a natural, fluid writing ability, 
it seems as though nature has heaped 
compensation upon him for his handi- 
caps in physical and speech coordination. 

Cut off the fingers of an accomplished 
violinist and you would have a mental 
circumstance similar to the one with 
which Jim's mind must cope. All the 
potentials for doing a fine job are his— 
a fluid, restrained, high competence for 
verbal expression—but lacking any re- 
lease. But no—that is not exactly true 
of Jim because he CAN release his 
above average mind through a pencil. 
Jim observes, Jim hears, Jim draws a 
fne focus of judgment on everything 
that comes to his notice. Somewhere, 
and it may be in your organization, there 
is a specialized writing need which Jim 
can handle BETTER than anyone else 
BECAUSE of his physical handicap. Don’t 
get the wrong idea about Jim. His 
locomotion is far from normal but he 
can get on a bus every morning without 
help and be on the job and INTERESTED 
in it before the average man stops yawn- 
ing. 

If you have a specialized spot in which 
very competent pencil pushing is needed, 
I believe Jim can wrap his mind around 
your need and become extremely valuable 
in less time than you would believe. I 
wish we had such a spot for him. 


JAMES R. SNYDER, 
Oconomowoc, Wis. 


Lanolin Plus Is Not 
Connected with Botany 

To the Editor: In your issue of 
July 18, we notice under the head- 
ing of “Advertisers’ Expenditures 
in Newspapers, 1948” on Page 31: 

Botany Mills, Inc. 

Lanolin Plus... $15,929 

We wish to advise that Botany 
Mills, Inc., did not own Lanolin 
Plus in 1948, or at any other time. 

We think a retraction is in order 
and will expect same. 

J. L. PEAcock, 

President, Lanolin Plus Cos- 

metics, Inc., Chicago. 

We are happy to set the record 
straight. The listings referred to 
were compiled by the Bureau of 
Advertising, American Newspaper 
Publishers Association, principally 
from data supplied by Media Rec- 
ords, Inc. 


Cory Guarantee Applies 
{> Consumer Models Only 
To the Editor: You will be in- 
‘ rested in my reply to a letter 
! ceived from Mr. K. Gans, pres- 
nt, Colonial Coffee Co., New 
\ ork, as a result of reading about 
© r guarantee against breakage in 
‘ \VERTISING AGE. I wrote him as 
f ‘lows: 
‘...the Cory guarantee against 
' eakage will apply only to the 
{ \ry rubberless models and is a 
‘ nsumer guarantee only. It may 
| possible for us in the future to 
isider extending it to the com- 
‘rcial field as well, but at the 
‘sent time we want to use it as 
‘onsumer introductory offer and 
‘ what happens. 
‘I’m certainly sorry about the 
‘'t that this was not made com- 
| etely clear in the ADVERTISING 
E story...Sorry that we can’t 
€ tend it to the commercial field 
® the present time and hope that 


. 


you will not have too much con- 
fusion exist as a result of the re- 
printing of the ADVERTISING AGE 
article in the National Coffee As- 
sociation bulletin.” 

Although the Cory rubberless 
models, to which your story re- 
ferred, are not normally considered 
restaurant models, some of the peo- 
ple in the restaurant and com- 
mercial field are questioning 
whether or not the guarantee will 
apply to products they sell, so it 
might be well to carry a clarifying 
note that the guarantee will not 
apply to the sale of Cory products 
in the commercial field. 

N. H. SCHLEGEL, 

Vice-President, Cory Corp., 

Chicago. 


In Complete Agreement 

To the Editor: Just read in your 
Aug. 15 issue the letter from the 
Rev. William Hunter regarding the 
commercialization of Children’s 
Day and other special days. 

I just wanted to tell you that I 
agree wholeheartedly with Mr. 


Hunter. He told you and the busi- 
ness men and advertising men who 
read your magazine in language 
that should be understood—and 
I say “Amen.” 

I work in the advertising depart- 
ment of a large railroad and be- 
lieve wholeheartedly in advertis- 
ing to promote the American way 
of life. But there are a lot of things 
more important than money. And 
sacred holidays and family love 
are two such things. 

When advertisements stop dis- 
gusting people they will attract a 
lot more favorable attention. 


W. O. MArns, 
Omaha, Neb. 
" ee Bene 
Editorial Influence? 


To the Editor: Just finished 
reading your editorial on P. I. 
Deals in your July 25 issue. Would 
appreciate very much the ad- 
dress of Donald Withycomb, pres- 
ident of Direct Radio Sales, Inc., 
mentioned in it. 

Don DREEs, 

Vice-President, Bell Advertis- 

ing Agency, St. Louis. 


Brand Influences Hat Sale 


Student Marketing Institute, 
New York, in a survey of 1,895 
students made for Brand Names 
Foundation, New York, discovered 
that 49.4% of the men and 79.2% 
of the women interviewed buy hats 
regularly. Taste for favorite brands 
was the governing factor for men, 
with 65% above 19 years of age 
relying on brand names. More than 
52% of the women interviewed 
depended upon dealer advice. 


Appoints Harry Binford 


Harry Binford Jr. has been ap- 
pointed an account executive of 
Richardson, Turner & Sanders, At- 
lanta agency. He was formerly 
with Freitag Advertising Agency; 
the publicity department of the At- 
lanta Community Chest and Bates 
& Rikard Advertising. 


Devine Joins ‘Newsweek’ 


James F. Devine has joined the 
Chicago office of Newsweek as a 
sales representative for the inter- 
national editions. Previously he 
was promotion plans manager at 
Montgomery Ward & Co., Chicago. 
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Candy Council to Spend 
$101,568 in Remainder of ‘49 


The Council on Candy of the 
National Confectioners’ Associa- 
tion, Chicago, has announced that 
it will spend a total of $101,568 
during the last half of 1949 for an 
expanded series of educational 
programs. 

A new feature of the expanded 
program is a ten-minute sound 
film, called “The Sweetest Story,” 
which has just been released to 
18,000 commercial theaters. 


Stardust Appoints Felder 


Kenneth M. Felder, formerly as- 
sistant sales manager for the Bar- 
bizon Corp., New York, has been 
named general sales manager of 
Stardust, Inc., New York, lingerie 
manufacturer. 


DESIGNERS & PRODUCERS 
OF PERMANENT DISPLAYS 


mam, Fill &- Company 


11 EAST WALTON PLACE 
CHICAGO I1 


RETAILING DAILY’S BUSINESS 
WAS GREAT LAST YEAR 


LOOK WHAT’S HAPPENED 


JULY, 1948 


ee ES 


(After 18 years of steady growth as a 
weekly and then twice-weekly, Retailing ee 
became a daily on June 1, 1948—had : 
been publishing daily only 2 months 


when these records were established!) 


AN ALL-TIME HIGH 
IN CIRCULATION! 


Retailing Daily's net paid total circulation in July, 
1948 was 6% higher than for the previous 


period, topped 24,000! 


AN ALL-TIME HIGH 
IN ADVERTISING! é 


Retailing Daily's July, '48 advertising linage fig- Cae 
ures set an 18-year high. . . marked the biggest = 
July in Retailing’s history! 


AN ALL-TIME HIGH IN 
READER-PREFERENCE! 


A nation-wide reader study proved that Retail- A 
ing’s preference rating soared to 3 to | over the fe 
| next closest publication after Retailing became a 


daily! 


T0 


IT NOW! 


JULY, 1949 


(Retailing is now starting its 2nd yeor as 
the home furnishings industries’ only 
daily publication!) 


TOPPED 


BY 1075 


Retailing Daily's current circulation now exceeds 


27,000—by far the largest in the field! 


15% to 25%! 


publication! 


TOPPED 


BY 1275 


RD chalked up this hefty gain in July, ‘49, a month 
when most other home furnishings business pa- 
pers were showing linage losses ranging from 


TOPPED 


BY 33%! 


The latest reader study, just completed, shows 
that retailers now rate Retailing Daily their fov- 
orite by a 4 to 1 margin over the next closest 


Retailing Daily 
NOW, MORE THAN EVER, AMERICAS WO | 

HOME FURNISHINGS BUSINESS PAPER! 

A Fairchild Publication + 7 East 12th Street, New York 3, N. 
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Lavish Advertising Put 
Lydia Pinkham on Top 


Biography Tells How 
Widow and Sons Helped 
Cure ‘All’ Female Ills 


New YorK—In 1873, A Quaker 
lady living in Lynn, Mass., was 
confronted with the problem of 
making a living for her family, 
since her husband’s fortune had 
been wiped out in the financial 
panic of that year. Lydia Pinkham 
and her sons decided to sell the 


gives that 
visual lift! 


MANN GRAPHIC ARTS 


illinois 


Mount Morris 


herb tonic she had dispensed for 
years to ailing female neighbors. 

From that necessary decision 
came one of the romances of 
American business. In Jean Bur- 
ton’s new biography, “Lydia Pink- 
ham Is Her Name” (Farrar, Straus, 
$2.75), the story of a family which 
ran a simple formula—never a 
secret—into a multi-million-dol- 
lar business, is clearly and engag- 
ingly told. 

The success of Lydia Pinkham 
was due to many things: her abid- 
ing interest in women’s rights— 
and their physical troubles; the 
crude obstetric and gynecological 
techniques of the ’80s; the corset; 
the aggressive selling of the Pink- 
ham sons, two of whom were to 
die in the first decade of the busi- 
ness; and a willingness to spend 
lavishly in advertising. . 


s Advertising was a family watch- 
word from the beginning. At first 
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™/the space he bought, nearly bank- 


GARY 


Metropolis of 
Indiana Industry 


1. Home of the largest steel mills 
in the world. 


2. Second largest city in Indiana, 
as well as second largest within 
a 100-mile radius of Chicago. 


3. Principal trading center for Lake 
and Porter Counties, a $532,000,- 
000 market. 


4. Exclusive of Marion County (in- 
dianapolis), no other two adjoin- 


ing counties in the state equal 
these for population and buying 
power. 


5. Largest Industrial Area in the 
State of Indiana.*® 


6. Twenty-third largest industrial 
area in the United States.® 


| 7. Gary retailers will tie-in with 
products nationally advertised in 


GARY POST TRIBUNE 


Gary's only 


National Advertising Representatives 


BURKE, KUIPERS & MAHONEY, Inc. 
New York « Chicago « Atlanta « Oklahoma 
City * Dallas * San Francisco * Los Angeles 


* SALES MANAGEMENT. November 20, 1948. 


newspaper —t™ 


Now Available: Market Guide 
for the Gary Trading area. Current, 
essential information: Population, 
buying power, retail ovtlets and 
other data important to planners of 
sales and advertising. Ask our na- 
tional representatives or write this 
newspaper. 


:| vertising for a time. 


Phas eon Map mapa 7" 


This is an every-da oocurrence; she is 

taken with that all-gone” or faint feel- 

. while calling or shopping. The cause of 

— owes 5 ~ some derangement, weakness, 

——— incident to her sex. It matters 

little from = »at cause it may arise ; instant 
relief may always be found by using 


LYDIA E. PINKHAM’S compounc 


It is the only Positive Cure and Legitimate 
y for those liar weaknesses and 


ailments of our female lation. 
Every Druggist sells ” asa standard ar- 


either sex, the Compound bas no rival. 
Mrs. Pinkham freely answers letters of 
inquiry. Enclose stamp for reply. 


rs. 
boawtits! 
** GUIDE “TO WEALTH Ano. ETIQUETTE” 
a ot valuable briermation 

it has saved may Save yours. | 
Ledie €. Pinkham Med. Co., Lynn, Mase. 


THERE’S A DIFFERENCE—Time changes all 
the copy for Lydia E. Pinkham Medicine Co. 
copy prepared by James T. Wetherald 


With Its Nervous, 
Highstrung Feelings? 


Are you troubled by distress of fe- 
male functional monthly disturb- 
ances? Does it make you feel so 
nervous, cranky, restless, weak, a 
bit moody—at such times? Then po 
try Lydia E. Pinkham’'s Vegetable 
Compound to relieve such symp- 
toms! Women by the thousands 
have reported remarkable benefits. 
Pinkham's Compound is what 
Doctors call a uterine sedative. It 
has a grand soothing effect on one 
of woman's most important organs. 
Taken regularly—Pinkham’s Com- 
pound helps build up resistance 
against such distress. It’s aLso agreat 
stomachic tonic! All drugstores. 


Monthly Female Pains 


Pinkham's Compound is very 
effective to pelleve monthly 
cramps, headache, backache, 
—when due to female func- 
tional monthly disturbances. 


things, among them 
At left is newspaper 


for the Compound considerably. 


r— Do you suffer distress from —~ 


pod FEMALE 
WEAKN 


Se 2 €. Pinkham CEmPOUND? 
° COMPOUND 

early in 1890, when it was frankly a cure-all. At right, a current 

magazine layout by Erwin, Wasey & Co., with copy toned down 
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it was handbills, emblazoned with 
the smiling face of Mrs. Pinkham; 
then came newspapers—and the 
Pinkhams put a $1,000 mortgage 
on the family home as security for 
the same amount of advertising in 
the Boston Herald. Their adver- 
tising experiences were not always 
happy ones: Their first agent was 
a fraud who overcharged them for 


rupted the infant company, and 
forced complete cancelation of ad- 


Yet Dan Pinkham, who did the 
missionary work of bringing the 
Vegetable Compound into New 
York, and who bought the first 
newspaper space, was able to say, 
“I will think we are just begin- 
ning to get our eye-teeth cut when 
we duff into advertising at the 
rate of $200,000 a year.” At that 
point, $200,000 was roughly a 
hundred times Pinkham’s gross. 


a Part of the compound’s success 
was the peculiar advertising cli- 
mate of the time. (The Pinkhams 
took its worth for granted; not un- 
til family control of the company 
became a lawyers’ Donnybrook did 
the company learn authoritatively 
that the tonic was effective in re- 
lieving pain during menstruation 
and menopause.) 

The author writes: “...in the 
pages of old newspapers and mag- 
azines, half-filled with patent 
medicine advertisements, it is a 
melancholy picture that unfolds. 
The women had Falling Wombs, 
the men had Failing Powers; their 
children were afflicted with 
Worms.” 

In this strange half-world of 
mystic claims and fantastic selling, 
the Pinkhams did handsomely. 
Their product was never secret; 
its formula was frequently dis- 
cussed in advertising. 


s But the Pinkham clincher was 
the Department of Advice. “Write 
to Mrs. Pinkham at Lynn, Mass., 
and she will advise you,” every ad- 
vertisement urged. And a flood of 
letters poured in—letters reflect- 
ing the ignorance, fear and prim- 
itive medical knowledge of the era. 
(Holmes was then fighting without 
conspicuous success to convince 
doctors that washing hands with 
an antiseptic between cases was 
a wise thing.) Miss Burton notes 
that this letter file—which the 
company has scrupulously main- 
tained as confidential—would cer- 


tainly be a Kinsey report of the 
period. 

In the beginning, the compound 
was prescribed for every known 
disability. Doctors disliked the 
compound—the ads frequently con- 
tained testimonials which said “no 
more doctors for me”—but drug- 
gists sold it enthusiastically. Later, 
as newspapers and handbills were 
joined by posters on every avail- 
able barn and fence, Pinkham joke 
books appeared. Sample joke: 

Younc Lapy: Oh, I’ve smashed 
my bottle of Lydia Pinkham’s! 

Mortuer: Aha, a Compound frac- 
ture! 


ws With an abiding interest in 
woman’s suffrage, Mrs. Pinkham 
turned—long before social workers 
—to the problem of women in in- 
dustry, and campaigned in her 
tonic ads for safety and sanitary 
regulations in industry, rest peri- 


ONE MINUTE 
T. V. FILM 
COMMERCIALS 


PRICE INCLUDES 
Artful Production= 
Animated tricky 
titles— 

Effective 
Ilustrations— 
With Off-screen 
voice and music. 


FILMACK 


133 South Wabash Ave., CHICAGO 
‘ Phone HArrison 7-3395 
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WAS. LYDIA B PINKHAM 


OF LYNN, MASS. 


BISCOVERER OF 


LYDIA E. PINKHAM'S 


Vegetable Compound 


A POSITIVE CURE 
TN so RTE 


FOR ALL FEMALE COMPLAINTS. 


This preparation. as its mame signifies, consists of 
Vegetable Properties that are harmless tothe mutt 
éteate invadid. Upoa one trial the merits of this 

d will be 4. a0 relief is immediate; 
a ‘whea ite use le continued, in ninety-nine cases 
ja & hundred « positive and permanent cure is 
effected, as thousands will testify. Gu account of ite 
proven merits, it ie today recommended and pre 
saribed by the best physi iaus Ip the country 

It will core eatsrely the worst form of Falling of the 
Uterus, Leucorrbors, Irregular and Painful Menstru- 
ation. all Ovarian Troubies. Inflammation and Cleera- 
Uon, Floedings. all Dispt ts ama the 
eplnal and « Liy adapted w the 
Chauge of Life. It will dissolve aod expel tumors 
from the uterus in am eariy stage of development. 
The tendency to Camcerous Mumors there is checked 
very speedily by its use. 

be fact. ts has proved to be the greatest and best 
remedy that has ever been discovered. it permustcs 
every — ot the symom, asd gives new life sot 
viger. lency, deetruys all 
craving 4 stimulants, aad relieves weakness of tbe 
stomach. 

It cures Bloating. Headaches, Nervous Prostraticn. 
General Deuility, Sleepleseness, Depression and bu!) 
cretion. That feeling of bearing down, cuusing m'". 
weight amd backache, is always permanently cured OF 
ite use. It will at all times, and wader all cireum 
stances, act fo harmony with the law that guverus « 
female syatein. 

a Kidney Complaints of either sex this cumpound 
unen 


LYDIA & PINKGAM’S VEGETABLE COMPOUND 
le prepared at 283 and 996 Weetern ave, Lyon, Mase 
FRICKE, 61.60. Six Botties for 65.00. 

Sent by mail in the form of pills, alse ie the form of 
Lozenges, of revcipt of price, Bl per bea. for either. 

Mre. Pimgg ay freely answers ail leteers of inquiry. 
Sead for pamphiet. Address as above. Menuen (0 
ee 


LYDIA E, PINKHAM’S 


Blood Purifier 


Wl eradionte every vestige of Hamers from 
the Biced, af came time will give tone and 
strength to the syctem. 16 hae produced a6 
warvetions reenite in Partfying the Biced a¢ 


the Vegetabie Compound has tn curing Fe“ 
CC ———- 


Price, $1.00. Six Bottles for $5.00. 


Ne family should by withoat LYDIA & PINE- 
RAMs LIVER PILLS. They eure Conetipasien, Mb 
lousmess and Torpidiny of the Liver. 25 conte pe? 


Sela by all Drugetets. 
SuTw * 


69 YEARS AGO-—Back in 1880 Lydia 

Pinkham’s likeness graced this ad in the 

Boston Globe, the copy pointing out that 

her herb tonic cured the gamut of 
female ills. 


ods and women personnel man- 
agers. 

After she died in 1883, the man- 
agement ofthe business fell to 
Charles Pinkham, who salvaged 
he company from the wreckage 
vrought by the advertising agent, 
ind who hired James T. Wetherald, 
ormer reporter and solicitor for 

Boston agency, to take on the ac- 
ount. 

The Pinkham business was the 
asis for Wetherald’s own agency, 
nd from 1890 to his death in 1927, 
‘hile society changed rapidly 
round him, Wetherald continued 
’ Supervise Pinkham’s advertis- 

g. He followed Mrs. Pinkham’s 

yle carefully, built up the Bu- 

au of Advice (“MEN NEVER 

EE YOUR LETTERS...I HATE 
O ASK MY DOCTOR...EVEN 
HE MAILING IS DONE BY 
‘IRLS”) and by the ’90s the com- 
any was spending a phenomenal 
300,000 a year in advertising, 
iostly in newspapers. 


* In 1898, when advertising was 
anceled as war with Spain threat- 
ned, Charles Pinkham boldly 
ought nearly $1,000,000 worth of 
pace at bargain rates, and sales 
| 1899 reached $1,300,000. 

Charles died in 1900, and his 
eath was noted by newspapers 
verywhere. “He was one of the 


Paes eg i koalas. 3 i 
Sig te ee as em for 
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most liberal advertisers in the 
world,” wrote the Chicago Times- 
Herald, but the real significance 
of his death lay in the fight for 
company control it portended. 

For the past 49 years, members 
of the Gove and Pinkham families 
have fenced over control of the 
company. Arthur Pinkham, in 1901, 
went to the extreme expedient of 
setting up Delmac Co. to produce 
an identical product, featuring the 
face of Charles Pinkham, known 
to every American druggist—and 
Wetherald promised to go along in 
this venture to prevent the Pink- 
hams from being euchred. Some 
20 years of compromise—highly 
profitable—followed, with the ton- 
ic spreading all over the world 
(in China the product was called 
Bing Hai Sze Tai Tsai Shen Sui, 
or Smooth Sea’s Pregnancy Womb 
Birth-Giving Magical 100% Ef- 
fective Water). 

In 1925, Lydia Pinkham Gove 
began to drive for control of the 
company, and when Wetherald 


died Miss Gove took over super- 
vision of advertising, which had 
then been at the rate of about $1,- 
500,000 a year, 75% in newspapers. 
Miss Gove made innovations, in- 
cluding a radio show called “Voice 
of Experience,” which dealt with 
the “Voice’s” views of repressed 
desires, honeymoon hazards and 
the divorced woman’s dilemma. 


s Advertising, which had built the 
company, was now the central 
point of contention. At one point, 
each of the families took half the 
appropriation to be spent as each 
thought best...with predictable 
results. The company spawned a 
house agency in 1929, but the 
agency’s stock was split between 
the Goves and the Pinkhams, the 
same as the company’s was, and 
the result was chaotic. 

From 1932 to 1937 the company’s 
control battle was an attorney’s 
dream, and Miss Burton has faith- 
fully recorded the dizzy series of 
complaints, receivership petitions 


and demurrers. 

Miss Burton also summarizes 
the company’s difficulties with the 
Pure Food & Drug Administration 
and with the Federal Trade Com- 
mission. In her opinion, Mrs. Pink- 


Ase Ss 


peat a7> g 
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public 
healthy, though female. 


made one contribution to 


thought: One could be 431 &. Dearborn St., 


‘THE LETTER SHOP, Inc. 


Chicago 5, Illinois 


, a“ 


540 N. MICHIGAN AVE. © 185 N. WABASH AVE. 
410, N. MICHIGAN AVE. © 111 E. DELAWARE Sta 
PHONE WHI. 5355 . . 
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ow you can specify 


these 


Beautiful 
EUROPEAN 


types 


NOBEL light on display here 


LIBRA ON OISpLay NERE 


EGMONT 


light is displayed 


EGMONT light italic displayed 


EGMONT is on display here 


EGMONT italic is displayed 


EGMONT bold on display 


THe FACES here shown have just arrived from 
Amsterdam and can be supplied by your regular 
typographic service. They open up interesting 
possibilities for striking display in advertisements, 
booklets, brochures, programs and announce- 
ments, smart stationery, title pages and chapter 
headings of books. For sheer beauty and soundly 
designed readability the Egmont Family by 5S. H. 
de Roos is unrivalled ; the novelty of his Libra pre- 
sents exciting inspiration; while the delicacy and 


purity of Nobel Light add greatly to the versatility 
of the long popular ATF Spartans. 


Within the next few weeks we expect to augment 
these importations by the addition of Rondo and 
Rondo Bold, Studio, Aigrette, Gracia, Nobel Light 
Italic and Libra Light. Also by larger display sizes 
of the Egmonts, Libra and Nobel Light. 


All of these types are products of the eminent 
European foundry, Typefoundry ‘Amsterdam,’ 
for whom American Type Founders is exclusive 
distributor in the United States. They are all cast 
on regular ATF bodies, and conform to American 
standards of height, fitting and alignment, so that 
they can be used freely in conjunction with types 
produced in this country. 

Write on your letterhead for specimen sheets 


of these European types showing the complete 


alphabets and the range of sizes available. 


American Type Founders 200 tinore avenue, eizebeth 8, New Jersey 


one. 


Branches in Principal Cities 
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Coffee Bags Prove 
Worth: May Expand 
Consumer Market 


Boston—Consumers throughout 
the country, at an unannounced 
future date, may be introduced to 
something new in the beverage 
line—the Steepolator coffee bags 
brought out by Araban Coffee Co 

The new way of serving coffee 
is credited to Thomas F. Keefe, 
president, and Hercules J. Perat- 
sakis, vice-president, who formed 
their own company in 1929 after 
leaving La Touraine Coffee Co. 
They began distribution of Steepo- 
later coffee bags four months ago, 
after a year’s research, and the 
product now is said to comprise 
10% of Araban’s $1,000,000 annual 
volume in coffee, tea and chocolate 


HOW TO PROPOSE TO A 
BILLION DOLLAR BABY 


Get and hold the 
interest of the billion 
dollar candy industry 
= field by using Candy 

=" Industry to tell your story. 


’ 


Biggest audited circulation* 
Preferred by more leaders 
Carries more advertising 


(Send for surveys with 
these facts) 
New market data study 
about your best custom- 
ers ready. Get your copy. 


*Of any publication published —: or 
more frequently. 


(anpy [INDUSTRY 


Don Gussow Publications, Inc. 
107 W. 43rd St., New York 18, N. Y. 


products. 

The new coffee bag is placed 
in a cup, boiling water is added, 
and it is steeped only a minute or 
two. Araban also markets Wild 
Rose tea, and consulted with sup- 
pliers of its tea bags in developing 
the new product. The rayon bags 
are vacuum-packed, 20 to a jar. 

The company has marketed its 
premium Araban coffee chiefly to 
hotels and restaurants in New 
England and upper New York 
state. With favorable reception of 
Steepolator coffee bags, however, 
25% of its sales volume now goes 
to homes. Future distribution and 
advertising plans for the coffee 
bags will depend upon raw coffee 
prices and seasonal conditions in 
the highly-competitive consumer 
market. 


Jewelers’ Advertising 
Outmoded: Arnstein 

Alexander E. Arnstein, senior 
partner of Arnstein Bros. & Co., 
diamond merchant, told the Am- 
erican National Retail Jewelers 
Association at its convention in 
New York, that promotion .must 
be modernized. 

“Some jewelers are still using 
1929 advertisements in a 1949 
setting,” Mr. Arnstein said. “They 
have not kept pace with advance- 
ments in advertising and promo- 
tion techniques. Newspaper adver- 
tising can do for jewelers what it 
did for other industries but adver- 
tisements must romanticize, not 
de-romanticize, diamonds.” 


To Warner, Schulenburg 


Durlacque Mfg. Co., St. Louis, 
manufacturer of Durlacque clean- 
er, has appointed Warner, Schulen- 
burg, Todd & Associates to direct 
its advertising. Radio and direct 
mail in the midwestern markets 
will be used. 


Golf enthusiasts flock to 


the driving range when the 
Telegram-Gazette stages 
Worcester’s Annual 
Hole-in-One Contest. In five 
years they have taken 45,000 
shots at the cup. Translate 
this response into the 
opportunities open to you to 
drive home YOUR advertising 
message in the Telegram-Gazette. 


The 128,000 families of the 
compact, self-contained and 
lucrative Central New England 
Market are served daily with this 
newspaper's daily circulation in 

excess of 140,000 — Sunday 


over 100,000. 


Th TELEGRAM -GAZETTE 


pe WORCESTER, MASSACHUSETTS 
- GEORGE F BooTH Publisher - oe 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 


OWNERS of RADIO STATION WTAG 


mary and primarily urban, 


Metro and Technicolor. 


Teleradio Mans Corner 


As to television, every man-boy of us worth his salt has 
a theory of the future. And we’re no exception. We, too, look 
ahead. So—prophecy coming up: 


In about five years’ time, television will be a national, pri- 


medium. TV programs will be about 50% movies. The movies 
will be especially made for television. 


Radio will have several more “big” years, will then sharply 
taper off. There are now 2,500 AM-FM stations. This number 
is idiotic, even without television competition. But radio 
will have plenty left, just as the phonograph survived radio, 
and as stage musicals by Rodgers and Hammerstein survive 


Films will be made, East and West, for two markets: (1) 
theaters with admissions and (2) television with advertising. 


Hollywood will be revised and revitalized, partly by tele- 
vision, partly by foreign market evaporation. In the end, 
this will be all to the good, although painful along the way. 


Finally, we go all-out in optimism for the future. Tele- 
vision and a changing world will render radio less com- 
placently fat, movies less arrogantly pat. Better radio, better 
films, better television are all in the crystal ball. 


By the same token, advertisers uniting entertainment with 
merchandising will need to be better, too. Better educated. 


nighttime advertising-selling 


Philco TV Show Will 
Feature Choices of 
Book-of-Month Club 


PHILADELPHIA—The question as 
to whether television has adverse- 
ly affected the sale of books will 
be answered next month by the 
Phileco Corp. when the hour-long 
Sunday night “Philco Playhouse” 
resumes operations over the NBC- 
TV network Sept. 11. 

Starting at that time and run- 
ning each week throughout the 
fall-winter season, “Playhouse” 
will furnish a new series of plays 
based on best-selling novels. The 
latter will be selected by the ed- 
itorial board of the Book-of-the- 
Month Club, which is convinced 
that, if anything, television can 
spur the sale of novels. 

This new series, which will in- 
clude Book-of-the-Month  selec- 
tions, is also an answer to the com- 
petitive movie industry, which has 
consistently refused the television 
industry prints of motion pictures 
based on best sellers. 

The arrangement was 
through the Hutchins Co., 
York, the Philco agency. 


made 
New 


a A preliminary experiment in 
presenting novels in play form on 
the Philco drama program was 
run during the final two shows 
last season. At that time, “What 
Makes Sammy Run” and “Dinner 
at Antoine’s” were depicted in 
play form. Both shows were hailed 
by book critics. 

A Philco spokesman said the de- 
cision to make this arrangement 
stems from results obtained by a 
number of universities that con- 
ducted surveys to determine 
whether television was taking the 
place of newspapers, magazines 
and books. The surveys proved 
negative. 


WNBC Appoints Gannon 


Harvey J. Gannon, formerly 
station service and traffic super- 
visor, has been named program 
manager of WNBC and WNBC- 
FM, New York, effective Sept. 1. 
He will replace D. L. Provost, who 
has resigned to become business 
manager of WBAL and WBAL- 
TV, Baltimore. Clay B. Danie, with 
NBC since 1945, was appointed to 
the newly created position of pro- 
duction manager of WNBC. 


Jones Names Kammann-Mahan 


Kammann-Mahan, Inc., Cincin- 
nati, has been named to handle 
the advertising and promotion pro- 
grams of R. A. Jones & Co., Cov- 
ington, Ky., manufacturer of auto- 
matic cartoning machines and soap 
presses. Business papers will be 
used. 


Starts Direct Mail Drive 


Morris P. Kirk & Son has 
launched a _ seven-week direct 
mail campaign to printing firms 
and newspapers in the western 
states promoting the company’s 
free metal analysis service. The 
first folder contains a cloth mail- 
ing bag, inviting those in the trade 
to send in samples of type for a 
complete spectograph analysis. Re- 
turn postcards are stamped into 
some of the direct mail pieces, for 
which will be sent the company’s 
new booklet, “Getting the Most Out 
of Your Metal,” or “Casts of 
Character” on metal care. Frank- 
lin Associates Advertising, San 
Pedro, Cal., is the agency. 


M&M Sponsors DiMaggio 


M&M Ltd., Newark candy man- 
ufacturer, will sponsor a Saturday 
half-hour show on CBS, beginning 
Sept. 17 at 10 a.m., EST. The star 
of the show will be Joe DiMaggio, 
center fielder of the New York 
Yankees. The format is a sports 
quiz. Lynn Baker, Inc., is the 
agency. 


Station WDAK Joins NBC 


WDAK, Columbus, Ga., will af- 
filiate with the National Broad- 
casting Co. as of Sept. 1. The 250- 
watt, fulltime station is NBC’s 
171st AM outlet. 
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Biggest Ad Drive 
Features Price Cut 
on Regal Shoe Line 


WHITMAN, Mass.—Regal Shox 
Co., both manufacturer and re- 
tailer through its 80 stores fron 
coast to coast, has launched it: 
most extensive newspaper adver 
tising campaign, stressing a pric« 
cut and the theme: “One low 
price—now lower.” 

Between now and mid-Decem. 
ber, the company plans to us« 
from 234-line to full-page cop) 
in 56 dailies of 40 cities. Betweer 
$125,000 and $150,000 will be spen: 
on the drive, which also will in 
clude daily one-minute spots fol- 
lowing the baseball broadcast o: 
WHIM, Providence, R. I., and th» 
five-minute baseball roundup on 
WRNY and WRNY-F\, Rochester, 
N. Y. The Boston office of N. W. 
Ayer & Son handles the account. 

Regal has trimmed the price of 
its American-style shoes from $8.95 
to $8.80, the first all-style, all- 
store reduction since 1933; but 
will maintain the line of Regal 
Britisher imported styles at $10.95. 

J. A. Holmes, executive vice- 
president, said Regal can cut prices 
without trimming quality or work- 
manship “because we sell direct, 
saving distribution costs, and be- 
cause we seek only a reasonable 
profit.” At the peak of postwar 
inflation last year, he said, Regal 
shoes were only 50% above 1940 
levels, while prices of other brands 
were up from 63% to 149%. 


‘Field and Stream’ Plugs 
Sporting Transportation 


This month’s issue of Field and 
Stream, New York, tackles the 
sportsman’s transportation prob- 
lem with a nine-page special sec- 
tion dealing with automobiles 
equipped for the outdoor man. 

Eight different car models are 
featured with such characteristics 
as carrying capacity on the roof, 
inside sleeping accommodations 
and extra storage capacity. The 
convenience of convertibles for 
spotting game on hillsides while 
driving and of four-wheel drive 
for rough terrain is emphasized. 


Launches Tissue Campaign 


Barclay Tissue Corp., New York, 
is using newspapers, radio and 
point-of-sale promotions in color 
to promote the availability of Petal 
Soft roll tissue in pastel colors. 
Scheck Advertising Agency, New- 
ark, is the agency. 


COLOR PROCESS - HALFTONE -ZINC 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD, CHICAGO 7, ILLINOIS - 


PRINTING PLATES 


MOnroe 6-7080 
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APPETITE APPEAL—This is one of the 

full-color magazine pages Sunshine Bis- 

cuits, Inc., will use in the company’s 
biggest ad campaign. 


Sunshine Biscuits 
Maps Biggest Drive 


NEw YorK—Using national mag- 
azines, newspapers, outdoor and 
food trade publications, Sunshine 
Biscuits, Inc., will start hammer- 
ing home a quality product story 
next month in its most extensive 
campaign. 

In the stepped-up schedule, said 
Hanford Main, president, the com- 
pany will be using space advertis- 
ing practically every day in the 
month, from September through 
December. Advertising will be con- 
centrated on the company’s lead- 
ing sellers, Krispy and Hi Ho 
crackers, Hydrox cookies and 
Cheez-It. 

The magazine list for the four- 
month drive includes American 
Home, The American Weekly, 
Better Homes & Gardens, Fawcett 
Women’s Group, Ladies’ Home 
Journal, Life, Look, McCall’s, The 
New Yorker, Parade, The Satur- 
day Evening Post, Seventeen, This 


Week, True Story Women’s Group 
and Woman’s Home Companion. 
In addition, 160 newspapers will 
carry a series of ads ranging from 
364 to 800 lines. 

Krispy and Hi Ho crackers will 
be featured on several thousand 
outdoor posters in major markets 
throughout the country, Mr. Main 
said. 

Newell-Emmett Co. handles the 
account. 


Dictaphone and Paramount 
Combine on Movie Drive 


Dictaphone Corp., New York, 
and Paramount Pictures have 
launched joint promotion of Para- 
mount’s “Top O’ The Morning,” 
which was premiered in Bridge- 
port, Conn. The story concerns 
an insurance investigator, with 
the Dictaphone apparatus used 
prominently. The tie-up will be 
extended to other cities, with 
toca] merchants, newspapers and 
radio stations tying in for local 
openings. Dictaphone, reportedly, 
will bear the bulk of the expense. 

Business Week, Fortune, Na- 
tion’s Business, National Geo- 
graphic, Newsweek, The New 
Yorker, Time, and Wall Street 
Journal are scheduled to carry 
full-page ads. Buchanan & Co., 
New York, is the Paramount 
agency, and Young & Rubicam, 
New York, handles Dictaphone. 


Launches Cigar Campaign 

Consolidated Cigar Corp., New 
York, has launched a subway post- 
er campaign for the pocket pack 
of three Harvester cigars for 25¢. 
Two-sheet posters are being placed 
on station platforms by New York 
Subways Advertising Co. Erwin, 
Wasey & Co. is the agency. 


American Stove Names Two 


Tom Gibbons, assistant adver- 
tising manager, has been appointed 
advertising manager of American 
Stove Co., St. Louis. W. T. True- 
blood Jr. has been named sales 
promotion manager. 
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Keep Your Eyes on Charleston 


7 South Carolina’s 
Tobacco Season Means a 
$60,000,000.00 

Potential Buying Market 

in the Charleston 


THIS IS NO PIPE DREAM 


S. C. tebacco growers have done it again! 
season with leaf grades running from good to excellent, and 
better than 50 cents a pound. Everyone is 
Millions of smokers are assured fine tobacco, and the 
tebacco growers pocket a good. return. 
worth of potential purchasing power. 


THE NEWS AND COURIER and THE CHARLESTON EVE- 
NING POST have long encouraged the rise of tobacco farming 
in South Carolina. As far back as 1878 THE NEWS AND 
COURIER offered prizes for the best tobacco plants. 
interest, which has extended through the years, has served to 
cement the growers trust in these two papers. The sure way to 
reach these tobacco growers is 
COURIER and THE CHARLESTON EVENING POST. 
18 county Charleston Trading Area better than 95% of South 
Carolina’s tobacce crop is grown. 


THE CHARLESTON EVENING Post — 


Che News and Courier 
CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 


S-h-h-h 
AD -MAN 
DREAMING 


Another successful 


Over  $60,000,000.00 


This 


through THE NEWS AND 
In the 


Wool Bureau and McCall 
Collaborate on TV Spots 


The Wool Bureau and McCall 
Corp., New York, have completed 
a series of one-minute, open-end 
film spots which will be made 
available to department stores for 
use on their local television sta- 
tions. Titled “Pattern Magic With 
Wool,” the shorts play up the ad- 
vantages of home sewing—with 
wool and McCall patterns. The 40- 
second spots leave time for a 10- 


second opening and closing credit 
for the sponsoring store. 

Founded in February, the Wool 
Bureau has not appropriated an 
advertising budget. Though there 
has been some talk of the ap- 
pointment of an advertising agen- 
cy, no appropriation is expected 
this year. 


Reardon Names Gardner 


The St. Louis office of Gardner 
Advertising Co. has been named 
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by Reardon Co., St. Louis, to di- 
rect the advertising of Bondex 
cement paint and all other Rear- 
don products. The agency was re- 
cently appointed to handle Rear- 
don’s new interior wall finish, 
Dramex. 


Olatsson to ‘Family Circle’ 


Paul Olafsson, formerly with 
John W. Shaw Advertising, has 
joined the Chicago office of Fam- 
ily Circle. 
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Houstonians ig 


Whatever income group you seek, 
The Houston Chronicle offers you 


the largest coverage. 


The Alfred Politz stud 


y of the characteristics 


of the Houston market has revealed many illumi- 
nating facts. One of the most significant to adver- 
tisers is proof that The Chronicle covers more 
Houstonians in every income group than the other 
Houston dailies. Yes, The Chronicle reaches more 
of all the people whose spendable income totals 
$1,101,389,000 (Sales Management Survey of 


Buying Power, May 10, 1949). 


obvious that regardless of 
or the price at which you 
your best medium. 


If you'd like more i 


Therefore, it’s 
what you're selling— 
sell—The Chronicle is 


nformation about the 


dominance of The Chronicle in the great Houston 
market, write any office of The Branham Company 
or the National Advertising Department of The 


Houston Chronicle. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M, J. GIBBONS 


National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 
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CREATIVE 
MEN 


work faster, better... 


when they follow this 


9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable G1-page book by James W 
Young, Senior Consultant of J. Walter Thomp- 
son, is worth its weight in uranium to every 
man who must produce ideas. Gives you the 
positive 5-point program used by one of the 
highest paid men in the agency business, for 
developing ideas that sell. Acclaimed as the 
biggest little book ever written for advertising 
men, now in its fifth big printing. A must for 
you if you are a creative man. $1.00 on 10- 
day money-back guarantee. 90c each in quan- 
tities of 10 or more, 


INSPIRATION FOR EVERY MAN 
IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is bruad- 
ening his horizons in the advertising business 
As Victor 0. Schwab says, ‘‘a book about busi- 
ness which emits flash after flash of penetrat- 
ing insight .. . day by day guidance. . . 
pithy case-history experiences .. « usable sug- 
gestions.”” . . . In all 578 diary entries made 
during trying times, any one of which may 
suggest a solution to your current problems. 
$3.00 on 10-day money-back guarantee. $2.70 
each in quantities of 10 or more, 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 
“Teacher of Business” 


What were the ideas and ideals that underlie 
the impressive success of McGraw-Hill? Here 
is the whole inspiring and useful story, in the 
words of the late James H. McGraw, Sr. with 
an introduction by G. D. Crain, Jr., publisher 
of Industrial Marketing, Advertising Age, etc. 
A basic book in the library of every man who 
writes, edits, sells, or promotes in the busi- 
ness or industrial fields. $1.00 on 10-day 
money-back guarantee. 90c each in quantities 
of 10 or more, 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 


By Eugene Dynner 
Here is the complete, practical, and usable 
outline of the proved method for (1) getting 


new salesmen into high gear quickly, (2) de- 
veloping a uniformly good performance pat- 
tern. (3) making each man pay off in higher 
average production. An easy-to-use program for 
sales managers who want more results start- 
ing now. $2.00 on 10-day money-back guar- 
antee, $1.80 each in quantities of 10 or more. 


NOTE TO COPY CHIEFS 
Judging from the number of orders for 10, 
25, and more copies of these various books, it 
is clear that they are filling an important 
need in training pregrams. We suggest you start 
with a copy of the ‘5-Point Technique’ for 
each member of your creative staff. 


MAIL ORDER NOW 


‘ 
| Advertising Publications. tnc. 
| 100 E. Ohio St., Chicago 11 


Please send me books as ordered below. I 
enclose remittance with the understanding that 
I may return books fer full refund in ten 


days if not delighted in every way. 


.. copies, **5-Point Technique 


for Producing Ideas’’.........- B.neee 
. copies, “Diary of An Ad Man"’...8..... 
. copies, **Teacher of Business’’...$..... 


. copies, **Successful Sales 
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Bulk, Frequency 
Discounts Set 
for ‘Oregonian’ 


PorRTLAND, OreE.—Bulk and fre- 
quency discounts on general ad- 
vertising which enable national 
advertisers to earn discounts as 
large as 17% from the open rate 
were announced last week by the 
Portland Oregonian. They go into 
effect Sept. 1. 

Included in the drastic overhaul 
of the newspaper’s rate schedule 
is a clause providing protection for 
contract advertisers for six 
months, instead of the 90 days’ 
protection now provided. 

In the Oregonian’s new bulk 
rate structure, the open rate will 
be 25¢ daily and 62¢ Sunday, with 
discounts of 1¢ per line in each 
of nine linage brackets from 1,000 
to 100,000 lines. For example, the 
daily rate will be 51¢ for*1,000 
lines, 48¢ for 10,000 lines and 
43¢ for 100,000 lines. Likewise, 
Sunday rates will vary from 61¢ 
to 53¢ per line. 


ws Frequency rates for consecutive 
weeks, either daily or Sunday for 
13 times, 26 times and 52 times 
are also offered. A_ 1,000-line 
schedule for 13 weeks, for ex- 
ample, will earn the advertiser a 
rate of 45¢ a line daily and a simi- 
lar Sunday schedule will earn a 
rate of 55¢ a line. 

Present Oregonian rates for gen- 
eral advertising are 47¢ a line 
daily and 57¢ a line Sunday, flat. 
Frequency and bulk discounts, al- 
though commonly found on news- 
paper retail rate cards, are a rarity 


in the national field. 


a “Newspaper advertising is still 
America’s most forceful sales-cre- 
ating medium,” M. J. Frey, general 
manager of the Oregonian, said 
in revealing the new rate struc- 
ture, “and we believe it offers the 
greatest value for the advertising 
dollar. In our estimation, the time 
has come for us to help advertisers 
gain the greatest sales returns 
which consistent and frequent 
newspaper advertising can bring. 
Greater use of newspaper space 
can be one of the most potent fac- 
tors in meeting and overcoming 
sales resistance in today’s buyer’s 
market.” 


ABC Book in 2nd Printing 


Audit Bureau of Circulations, 
Chicago, has announced the second 
printing of the “ABC Textbook,” 
which will be ready for distribu- 
tion after Sept. 1. The 128-page 
book, written by Professor Wil- 
liam H. Boyenton, director of ad- 
vertising, School of Journalism, 
Rutgers University, contains such 
chapters as: The economic service 
of the ABC; how the bureau is or- 
ganized; how newspaper market 
zones are established; the interest 
of the advertiser in the ABC, etc. 
Copies are supplied for school use 
without charge. 


Perfex Adds Two Stations 
Perfex Co., Shenandoah, Ia., 
manufacturer of Perfex super 
cleaner, GlossTex plastic starch 
and Shina Dish, has added two 
stations to the 20 already carry- 
ing the Edith Hansen Kitchen Club 
program. KSAL, Salina, Kan., 
starting Sept. 1, will carry the 
program, Monday through Friday, 
11-11:15 a.m. Effective Sept. 19, 
WLS, Chicago, will carry the pro- 
gram, 10:15-10:30 a.m., Monday 
through Friday. Buchanan-Thomas 
Advertising Co., Omaha, is the 


agency. 
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WBNS TOPS THEM ALL FOR 
COLUMBUS NIGHT TIME LISTENERS 


Again comes Mr. Hooper with the evidence that WBNS is the 
favorite station of Columbus listeners in the night time as well as 
during the day. Columbus Hooperatings for Winter-Spring 1948- 
49, Monday thru Friday from 6 p.m. to 9:30 p.m. show seven out 
of the top ten programs are broadcast by WBNS. The remaining 
three are divided among the other network stations. No other 
Columbus station can match WBNS intensive coverage of this 


ASK JACK RATNER, PRESIDENT OF 
ROGERS JEWELERS ABOUT WBNS RESULTS 


... HE WILL TELL YOU: 


“Our business is akin to the banking business in that the founda- 
tion is based soiely upon confidence. Therefore, we must carefully 
select the appropriate media to publicize our firm. We have used 
WBNS since its inception, throughout good business years and 
bad, and are confident that these weekly announcements have 
certainly been valuable in our rise to leadership in Central Ohio”. 


FOLDIN’ MONEY, JINGLIN’ MONEY... 
> IT’S BUSY HERE IN CENTRAL OHIO 


Total retail sales in the WBNS area $982,521,000.00 Columbus 
has one of the tightest labor markets in the country. Folks work- 

ing, spending money, creating a prosperous economy ... And ¥ 
their station is WBNS upon which they depend for news, enter- 
tainment and buying information. That's why this station is the 
first choice of advertisers who desire a better selling job in Cen- t 


IN COLUMBUS IT’S 


WENS 


POWER 5000 D-1000+N CBS P 


ASK JOHN BLAIR 


Advertising Age, August 29, 194: 


lhe Creative Wars Corner 


Now respectably gray about the temples, The Corner digs 
into the deep recesses of his memory to recall for his readers 
a campaign run by York Ice Machinery in the days when air 
conditioning was just a wisp of dehumidified cir. The cam- 
paign was probably written by someone like John Kennedy 
or Frank Presbrey, or maybe it was sired by F. Wsllis Arm- 
strong. 

Anyway, as The Corner remembers it, this campaign re- 
lated specifically what air conditioning by York did for 
various kinds of businesses. It gave facts and figures, too. 
It early sold this then youthful enthusiast on the advantages 
of air conditioning. 

This particular ad for Carrier makes references to such 
things—but in a vague and general way—and only if you 
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read far enough down in the copy. It makes its opening 
pitch on what happened to an unnamed city, in a far distant 
past, because of heat. Does anybody expect the same fate 
to overtake Chicago or New York today? 

Modern writers, it seems to this ancient hack, spend too 
much time warming up a prospect with funny stories—in- 
stead of conserving his time by getting down to brass tacks 
to begin with. Undoubtedly this Carrier ad will rank high in 
the readership column—but, with a similar technique, 
couldn’t it have ranked just as high and still saved a lot of 
time—and expensive art work—by starting off with what 
Carrier air conditioning can do for me, and why, and how 
much it will cost? Those are the things The Corner thinks 
he might be interested in if he were a possible prospect for 
an air conditioning unit. Not an unidentified ghost town 
that flourished two thousand years before Christ and per- 
ished because of the heat. After all, Carrier wasn’t around 
in those days anyway, and neither was York, and what were 
the poor city fathers to do? And who cares? 


—— 
~~ 


ARF Elects Abbott Kimball 


Abbott Kimball, president of Ab- 
bott Kimball Co., New York, has 
been elected a member of the 
board of directors of the Advertis- 
ing Research Foundation, New 
York. Mr. Kimball is a director 
of the American Association of Ad- 
vertising Agencies, president of the 
National Cancer Foundation, and 
a vice-president of the National 
Alliance of Art and Industry. 


GE Appoints Hanna 


General Electric Co. has a>)- 
pointed R. B. Hanna Jr. as station 
manager of Stations WGY, WGF 
and WRGB, Schenectady, effective 
“Sept. 1. Mr. Hanna, who is mana- 
ger of the advertising and publici y 
department’s exhibits, lectures aid 
services division, replaces G. E) 1- 
erson Markham, who has be:n 
made television director of the N:- 
tional Association of Broadcaste ’s. 


Q)PEN ROAD for BOYS announces 
12 MONTHLY ISSUES PER YEAR eh 


24 PAGE INCREASE 


ca: 


With Full Color Photos On All Covers 
Articles by Connie Mack, Joe DiMaggio. , Roy Rogers 


tell about their famous 


favorite plays in October. 
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ANAN Gives Up; 
Mounting Costs 
Get Major Blame 


(Continued from Page 1) 
nad made it impossible to carry 
yn. 

Organized in September, 1945, 
he network commenced active 
sales in late 1946, but was steadily 
jlagued by dissension and dis- 
agreement. As with other previous 
ittempts, ANAN had two major 
handicaps: Lack of coverage in key 
cities, and criticism from news- 
paper representatives, who viewed 
the network as a menace to their 
business. 


= Its first presentation of rates 
and plans, before New York agen- 
cy media executives in October, 
1946, got “mixed reactions” from 
the group. Hardly auspicious was 
the fact that, at the time, the 
“package” was to include news- 
papers in 63 markets but that 
ANAN could name only 38 of them. 
Its frequency discount plan, with 
discounts ranging from 2% to 
16%, was criticized by some 
who felt it attempted to “dictate” 
how and when advertisers should 
spend their money. 


s The following February ANAN 
ran into a blast from R. H. Mc- 
Kinney of J. P. McKinney & Son, 
newspaper representative. Mr. Mc- 
Kinney signed a business paper ad 
which questioned the network’s 
designation of “basic” and “sup- 
plementary” papers, and pointed 
out that “hundreds of newspapers 
do not qualify for either category.” 
He further stressed the need of 
business for “flexibility, adapta- 
bility, concentration and freedom 
of choice . .. available only through 
the instrument of the daily news- 
paper.” 

Trouble from another quarter 
came in the report on “Survival 
of a Free Competitive Press,” by 
Sen. James E. Murray (D., Mont.), 
retiring chairman of the Senate 
small business committee. Sen. 
Murray found the network’s dis- 
count plan “bears watching. Such 
networks...might in time rep- 
resent a serious threat to the na- 
tional advertising revenues of 
newspapers of all sizes.”” He men- 
toned that “no competing papers 
are included in these networks.” 


# ANAN made no official reply 
to all this, but in “personal” state- 
ments to AA at the time, Harold 
A. Stretch, ANAN president, 
pointed out that the network was 
created originally to help news- 
papers in their fight against other 
media, and that competing papers 
were members in several cities. 
And Mr. Madden said he believed 
Mr. McKinney’s complaint was 
prompted by the fear that ANAN 
night grow so large that its mem- 
ber papers wouldn’t need repre- 
sentatives. 
_ By September, 1947, ANAN had 
papers and seemed to be roll- 
| g. Next year, at its August meet- 
| 3, 82% of the members voted to 
£ along with ANAN for 1949, on 
t'2 same basis as they had from 
1 46 to 1948. However, in No- 
VY mber, 1948, five southwest 
C ilies bowed out as the end of the 
' st three-year contract neared. 


Without making spectacular 
ides, ANAN hit its peak last 
ne, when the network reported- 
was moving at a $7,500,000 sales 
‘ip. At this point, ANAN’s basic 
‘twork had 46 member dailies in 
major markets, with a com- 
{ned circulation of 12,500,000. 
t evealed, for the first time, were 
e names of 70 products which 
’ ere being, or had been, adver- 
‘sed on the network, including 
‘oms of American Home Prod- 


| lations 


SERIOUS BUSINESS—Judges Raymond 
Boggs (left to right), with committee member Cal Dunn and Chairman Stephen 
Heiser, give close attention to selection of work for the Tenth Annual Fine Art 
Exhibition of the Artists Guild of Chicago, most of whose 600 members are 
commercial artists. ‘Serious’ paintings of 50 finalists will comprise the exhibit, set 
for Sept. 2-21 at the Associated American Artists gallery, 846 N. Michigan Ave. 


Breinin, 


Thomas F. Folds and Franklin 


ucts, American Tobacco, Armour, 
Schenley, Distillers Corp.-Seagram, 
Standard Brands, and Camel and 
Philip Morris cigarets. Practically 
none of this represented “new bus- 
iness” for the cooperating dailies, 
however. 

At the time, Mr. Madden, exec- 
utive vice-president, believed the 
volume might hit $10,000,000 for 
1949, which would be nearly ten 
times the “over $1,000,000” sales 
of 1947, the first full year of op- 
eration. 


s But for all this apparent opti- 
mism and encouraging progress, 
resignations from key papers be- 
gan to roll in. In July it was re- 
ported that the New York Times 
had withdrawn, along with four 
other basic participants: the Bir- 
mingham News & Age-Herald, In- 
dianapolis Star-News, San Fran- 
cisco Chronicle and Toledo Blade. 
Two months later, the stockhold- 
ers’ action brought an end to 
ANAN—which, at the time, had 
38 basic and eight associate news- 
papers in key markets. 

The aggregate circulation of 
these 46 papers, according to latest 
ABC figures, is 12,329,000 on week- 
days and 16,067,000 Sundays. In its 
promotion, the network claimed it 
offered advertisers the lergest 
daily audience ever wrapped in 
one package. 


es Over its comparatively brief 
span, ANAN has signed campaigns 
for 70 products manufactured by 
27 national advertisers, repre- 
sented by 33 advertising agencies. 
The campaigns have run all the 
way from 13 to 52 weeks of con- 
tinuous advertising. 

Noteworthy in ANAN'’s activi- 
ties were several original research 
studies launched by the network. 
These included: The penetration 
study, gauging the daily news- 
paper’s penetration in a commun- 
ity, and the effect of frequency 
in newspaper advertising on au- 
dience turnover and on total un- 
duplicated audience; a consumer 
panel; the controversial reading vs. 
listening study, conducted by Dr. 
Paul Lazarsfeld of Columbia Uni- 
versity to find the relative impact 
of radio and newspaper advertis- 
ing, and an advertising reader- 
ship study. 


NAB Survey Reveals 


Station Profits Down 

The National Association of 
Broadcasters reported last week 
that rising operation expenses cut 
station profit margins again in 
1948. The survey by the NAB re- 
search and employer-employe re- 
departments pegged the 
ratio of operating expense to sta- 
tion revenue at 82% for 1948, com- 
pared with 79% in 1947 and 73.5% 
in 1946. 

Profits on sale of time, before 
axes, dwindled from 26.5% of 
station revenue in 1946 to 21% in 
1947 and 18% in 1948. Salaries of 
staff and administrative personnel 
accounted for about 58% of total 
operating expense. 


RCA to Show 
New Color Video 
System to FCC 


(Continued from Page 1) 
mediately preceding FCC’s hear- 
ings on television’s future, which 
are scheduled to open Sept. 26. 

In his letter to the commission, 
Mr. Jolliffe said the RCA system 
can operate on the six megacycle 
channels currently in use for tele- 
vision. He said it delivers a black- 
and-white picture to existing sets 
“without any degradation of pic- 
ture quality.” 


a Mr. Jolliffe said the RCA system 
is based on the use of studio equip- 
ment which picks up a separate 
signal for each of three primary 
colors. These signals are com- 
bined and transmitted over exist- 
ing video broadcast equipment. 
The colors are sorted out at the 
receiver to provide a three-color 
picture. 

Previously, RCA has demon- 
strated a similar electronic system 
requiring a 12-megacycle trans- 
mission channel. 

Mr. Jolliffe said that during tests 
RCA shifted from black-and-white 
to color transmission without the 
viewer on existing black-and- 
white sets being aware of the shift. 
On the other hand, the viewer on 
a color receiver was able to see 
the black-and-white pictures in 
black and white without making 
any changes in his receiver. 

“It is our belief,” he wrote FCC, 
“that this new system provides for 
the first time a sound basis for 
the bringing of color television ser- 
vice to the public, as well as full 
scope for the continuing develop- 
ment of color as the art progresses, 
without involving obsolescence of 
present-day black-and-white re- 
ceivers.” 

Color video threatens to domi- 
nate other issues which will come 
before the commission’s hearing 
late next month. 

In calling the hearing, FCC was 
chiefly interested in reaction to its 
plan for a 54-channel, two-band 
allocation system which is de- 
signed to end the 11-month-old 


construction freeze, and usher in a} | 
|CBS president, who directed Co- 


'lumbia’s all-out single-handed bat- | 


nationwide, competitive service. 

The two-band allocation plan is 
getting a friendly reception. But 
controversy surrounds the sugges- 
tion that color service may be 
“just around the corner.” 


a The Radio Manufacturers Asso- 
ciation says the two-band system 
“is substantially in accord” with 
industry recommendations. How- 
ever, it insisted Wednesday that 
color is still “several years” away. 

RMA said the industry is spend- 
ing many millions of dollars for 
color research. It cautioned against 


i 


| 


the adoption of color at this time 
“unless it can be superimposed on 
existing black-and-white equip- 
ment at a reasonable additional 
cost.” 

The RMA statement failed to 
stem a flood of charges that color 
is “being held back.” 


e# Sen. Edwin C. Johnson (D., 
Colo.), chairman of the Senate’s 
interstate and foreign commerce 
committee, insisted “color is here,” 
but that its development is blocked 
“by selfish interests.” 

Urging FCC “to brook neither 
delay nor interference,” he 
charged: “The very interests which 
have been most active in pushing 
color television suddenly have be- 
come very cold to further efforts 
in this direction.” 

At the same time, FCC revealed 
that it has been unable to obtain 
equipment it had requested from 
CBS for color tests. 

CBS has taken the position that 
manufacturers are refusing to 
make the equipment, and that the 
cost of complying with the com- 
mission’s request would be “pro- 
hibitive.” 

In proclaiming the “arrival” of 
color television, Senator Johnson 
referred to the spectacular three- 
day tests conducted here a week 
ago by Smith, Kline & French Lab- 
oratories, in cooperation with CBS 
and Zenith. (See Story on Page 
18). 


a “Everyone who saw that dem- 
onstration came away aware that 
they had witnessed a tremendous 
advance in television—an advance 
that the people of this country 
want and will buy the moment 
they have the opportunity to do 
so,” Senator Johnson wrote. 

He predicted that television 
broadcasters would find color an 
economic boon, for “color will ex- 
pand advertising revenues so 
rapidly that the red ink days of 
television will quickly disappear.” 


CBS PRESIDENT LISTS 
TV EQUIPMENT MAKERS 


New YorK—Revealing that sev- 
eral companies have already 
started work on _ pre-production 
models of color TV equipment, 
Frank Stanton, CBS president, 
Friday (Aug. 26) called upon the 
FCC “to specify the nature of the 
field tests which the FCC would 
consider adequate for approval of 
the CBS color television system.” 

Mr. Stanton outlined Columbia’s 
position in letters to Sen. Edwin 
C. Johnson and to FCC Commis- 
sioner Robert F. Jones. 

American companies which have 
started work on adapters, con- 
verters, color sets, and black-and- 
white sets to receive color and 
black-and-white reception, as 
listed by Mr. Stanton, are: Air 
King Products Co., Alliance Mfg. 
& Supply Co., Astatic Corp., Birt- 
man Electric Co., Crosley divi- 
sion, Avco Mfg. Corp., Eastern Air 
Devices, Eastman Kodak Co., Mon- 
santo Chemical Co., Teletone Ra- 
dio Co. and Webster-Chicago Corp. 


e Mr. Stanton said CBS cannot 
decide on commitments for the) 
general field testing requested by | 
FCC “until we have official speci- | 
fication on what will be considered | 
adequate.” 

Following RCA’s statement 
its all-electronic TV system, 


on 
the 


tle for color TV several years 
ago, said the network is very in-| 
terested in studying RCA’s tests, 
and added: 

“It is more important to us to) 
have color television come quickly | 
by the best available system than 


| that the CBS system be adopted.” 


| 


Reilly to Ewell & Thurber 


Edwin J. Reilly, formerly with 
Ruthrauff & Ryan and Benton & | 
Bowles, has joined Ewell & Thur- | 
ber Associates, New York. \ 


McGraw-Hill Names 
Shelton Fisher Head 
of Two Publications 


New YorK—Shelton Fisher, for- 
merly assistant publisher of Sci- 
ence Illustrated, has been ap- 
pointed publisher of Power and 
Operating Engineer, McGraw-Hill 
publications, effective Sept. 1. He 
succeeds N. O. (Dutch) Wynkoop, 
who will devote all of his time to 


Shelton Fisher N. O. Wynkoop 


his work as controller of the Mc- 
Graw-Hill Publishing Co. 

Mr. Fisher has been associated 
with McGraw-Hill since 1940. He 
was promotion manager of Busi- 
ness Week before entering the 
Navy, and returned to the Mc- 
Graw-Hill organization in 1945. 
Previously, he was with Curtis 
Publishing Co., on circulation pro- 
motion, with Country Gentleman 
on advertising promotion, and with 
McCann-Erickson. 


# His appointment as_ publisher 
of the two McGraw-Hill publica- 
tions was made on the recommen- 
dation of Mr. Wynkoop, who has 
been a vice-president and control- 
ler of the publishing company for 
several years. Mr. Wynkoop has 
been with McGraw-Hill for 30 
years, the past 20 as publisher of 
Power. In 1937 he planned the 
publication of Operating Engineer, 
which, delayed because of the war, 
was inaugurated in January, 1948. 
In 1946 Mr. Wynkoop assumed 
the duties of controller of the 
publishing company. He has been 
chairman of the cost committee of 
the Associated Business Publica- 
tions for a number of years and is 
now chairman of ABP’s combined 
finance and cost committee. Last 
spring he was elected treasurer. 


BUYS ‘FLEET OWNER’ 

New YorK—McGraw-Hill Pub- 
lishing Co. has purchased Fer- 
guson Publishing Co. and acquired 
its monthly publication, Fleet 
Owner. 

The publication, established in 
1928, is a member of the Controlled 
Circulation Audit and National 
Business Publications. It has a net 
controlled circulation of about 23,- 
900, 92% of which includes super- 
intendents of operations and main- 
tenance of motor truck fleets hav- 
ing 10 or more trucks. 

McGraw-Hill plans to convert 
the paper gradually to paid circu- 
lation, to withdraw it from its 
CCA and NBP memberships, and 
to put it on the Audit Bureau of 
Circulations and Associated Busi- 
ness Publications lists with other 
McGraw-Hill papers. 


a George Pfeil, publisher of Mc- 
Graw-Hill’s Bus Transportation, 
will become publisher of Fleet 
Owner. As far as feasible, staffs 
of the two papers will be inte- 
grated, and no immediate person- 
nel changes are planned. J. How- 
ard Pile is general manager, and 
E. L. Barringer is editor of Fleet 
Owner. 

McGraw-Hill declined to state 
the price paid to the paper’s own- 
ers, L. W. Perkins, president of 
Ferguson, and Irving E. Hand, 
vice-president and treasurer, both 
of whom have resigned. 


Brown Agency Moves 

E. H. Brown Advertising Agency, 
Chicago, has moved to larger 
quarters in the Opera Bldg. 
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Promotes Morrison 

Wilder M. Morrison, general per- 
sonnel manager, has been ap- 
pointed director of personnel of 
Butler Brothers, Chicago, succeed- 
ing J. A. Powers, who has resigned, 
effective Aug. 31. Mr. Morrison 
will be in charge of all personnel, 
labor relations and public rela- 
tions. 


‘COINS 


ty OSBORNE 


“The House of Coinage” 


. 2 


The world’s largest 
and oldest exclusive 


Coin Manufacturers 
Est. 1835 


Coins, Medals and To- 
kens of every conceiv- 
able kind . . . for Ad- 
vertising, Commemora- 
tive, Souvenirs and pre- 
mium use. 


the The House of Coinage 


The OSBORNE COINAGE CO. 


930 York St., Cincinnati 14, Ohio 


Better ‘Operator 


25’ Service Is 
Ahead: Mitchell 


New YorkK—Further improve- 
ments in the Operator 25 service, 
to “better fit the needs of national 
advertisers, their dealers, and the 
buying public,” were promised last 
week by A. K. Mitchell, assistant 
vice-president of Western Union 
Telegraph Co. 

Mr. Mitchell, who took over di- 
rection of this merchandising ser- 
vice July 1, when he was appointed 
to a newly created position in 
charge of sales, advertising and 
services in a reorganization of top 
WU personnel, said that “the need 
for this service to localize national 
advertising is becoming more 
acute as advertisers get deeper into 
buyers’ market competitive condi- 
tions.” 

The Operator 25 service makes 
it possible for the public in about 
20,000 cities and towns throughout 
the country to secure names and 
addresses of local dealers handling 


712 Federal Street, Chicago « 


Electrotypes « 
Matrices + Stereotypes 


Plastic Plates for 
Newspapers 


PARTRIDGE & ANDERSON COMPANY 


Nickeltypes 


Telephone: HArrison 7-3732 


nationally-advertised products and 
services, by calling Western Union 
and asking for Operator 25. The 
service is being developed jointly 
by Western Union and the Dis- 
tribution Council of National Ad- 
vertisers (AA, Sept. 27, ’48). 


ws Marshall Adams, advertising 
and sales promotion manager of 
Mullins Mfg. Corp., Salem, O., who 
is chairman of the council’s board, 
lent emphasis to Mr. Mitchell’s 
remarks at last week’s press con- 
ference by stating that the Opera- 
tor 25 service “puts national ad- 
vertisers to a new test in that it 
requires them to publish ads that 
will pull inquiries.” 

In the past, Mr. Adams said, 
“for quick, direct returns adver- 
tisers invariably have used news- 
papers. With the Operator 25 ser- 
vice, magazines have an opportu- 
nity to prove they can stimulate 
direct inquiries, if the advertiser’s 
copy is prepared for that purpose.” 

Mr. Adams expressed surprise 
that national magazines were not 
represented at the press confer- 
ence, “in view of the opportunity 
that this new merchandising ser- 
vice offers.” 


a Mr. Mitchell said Western Union 
is considering the use of teaser 
ads in business papers in addition 
to doing more intensive promotion 
of the service. 

The service has just entered its 
second year of operation. Forty 
advertisers have used it or have 
announced that they will. During 
the first year, more than 500 ad- 
vertisements have used the Opera- 
tor 25 tag line. 

Among improvements to be 
made, Mr. Mitchell said, are: Com- 
plete mechanization of prepara- 
tion and maintenance of listings 
for local offices; revision of hand- 
ling the service in metropolitan 
areas to make it more useful to the 
public and more equitable to key 
dealers; furnishing of more than 
one dealer’s name to each inquirer, 
instead of giving one name at a 
time on a rotational basis; more 
intensified training of 25,000 West- 
ern Union personnel involved in 
the service, and improved methods 
of recording and revorting calls. 


a In addition, Mr. Mitchell said, 
Western Union plans a large-scale 
promotional program to speed up 
public understanding and use of 
the service. 

“When these operating details 
and changes are completed,” Mr. 
Mitchell added, “the number of 
inquiries each advertiser receives 
should be entirely within his own 
control and entirely up to him.” 

The Operator 25 service, Mr. 
Adams reiterated, “is an acid test 
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finest beer served... anywhere!” 


Fabit Blue Ribbon 


the handiest GARRY-HOME carton 


WCTU ASSIST?—Canaday Cooler Co.'s “Drink More Water” ad gets a fortunate 

position in the New York Herald Tribune under the WCTU charge that Americans 

were befuddled by vodka at the Yalta conference. Bellows Scotch and Pabst beer 
surround the water drinkers. 


for advertising. National adver- 
tising has got to do a better im- 
mediate selling job in the days 
ahead. We on the council believe 
that this service can make a real 
contribution in that direction.” 


Guinness and Burke 
Name Cary President 


Arthur Guinness Son & Co., and 
affiliate, Edward & John Burke 
Ltd., New York, brewers, have 
elected W. Miles Cary Jr. to head 
both companies as president, suc- 
ceeding Irving W. Richter. He also 
serves as president of Cantrell & 
Cochrane, New York, wholly- 
owned subsidiary of the Burke 
company. 

Previously Mr. Cary was general 
manager of the Philadelphia office 
of Pepsi-Cola Co., and before that 
an executive in the advertising de- 
partment of Collier’s. 


Thor Appoints Chadwick 

Thomas R. Chadwick, formerly 
general sales manager of Cory 
Corp., Chicago, has been appointed 
central division sales manager of 
Thor Corp., Chicago, maker of 
home laundry appliances. 


Only 4% of this huge 
payroll is earned in 
the remaining plants. 


THE PENTON PUBLISHING CO. — PENTON BUILDING — CLEVELAND 13, OHIO 


17 BILLION DOLLAR ANNUAL PAYROLL 
is concentrated in the plants 


reached by STEEL 


STEEL’s effective coverage of the metalworking 
market enables you to concentrate your adver- 
tising in the 12,638 plants that do the bulk of 
Your advertising 


the metalworking business. 


dollars are worth more in STEEL. 


FCC Withdraws TV 
Construction Permit 
of Maison Blanche 


WASHINGTON—The Federal Com- 
munications Commission announ- 
ced Wednesday that it proposes to 
withdraw the television construc- 
tion permit held by the Maison 
Blanche Co., New Orleans de- 
partment store. 

The commission found that Mai- 
son Blanche Co. had done nothing 
about building the station, though 
it has had the construction permit 
since Jan. 16, 1947. 

Maison Blanche President Her- 
bert J. Schwartz said the store 
was a great believer in the future 
of television, but that it was still 
trying to determine whether a rea- 
sonable return on_ investment 
might be expected, or at least that 
it would not stand a loss. 


ws FCC said it could understand 
the company’s difficulty, but that 
these problems are common to the 
industry, “and must be weighed 
by all who would venture capita! 
in such an enterprise.” 

“The radio pioneer does not sce 
beyond the mountains, but before 
commencing the journey he must 
decide whether or not he will risk 
the hazards on the other side.” 
FCC commented. 

“ Unless appealed, the decision 
becomes effective in 40 days. 


Woolery Appointed V. P. 


United Productions of Ameri a, 
Hollywood, producer of televisi n 
and industrial films, has appoint ‘4 
Adrian Woolery vice-president 1 
charge of all production. He ws 
formerly with Columbia Pictur’s 


Joins World Broadcasting 


Robert Z. Morrison Jr. his 
joined the sales department >»! 
World Broadcasting Co., New 
York, transcription producer. | !e 
formerly handled new business | )r 
WFIL, Philadelphia. 


Art-Copy Names Dix 


Arthur H. Dix Jr., formerly < >- 
sistant account executive of Eme ) 
Advertising Corp., Baltimore, h ‘ 
been named an account executi’ ¢ 
of Art-Copy Advertising, Newar <, 
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Advertising in the Test Stage 


Du Maurier Cigaret 
Upstate N. Y. Test 
Called Successful 


New YorK—Du Maurier cigar- 
ets, made and distributed by Co- 
lumbia Tobacco Co., New York, 
under a manufacturing agreement 
with Peter Jackson (Overseas) 
Ltd., London, owner of the trade- 
mark, will shortly be spread to 
new markets, following its trial 
American launching in the Al- 
bany-Schenectady area. Handled 
by Wesley Associates here, the 
new luxury brand, selling for 35¢ 
a pack, was introduced June 15. 

Based on the copy theme of 
“When only the best will do,” 
the test has used the Schenectady 
Union-Star and the Albany Knick- 
erbocker News, and is supported 
by window displays and dealer 
promotion. 

Lee Sohn, Wesley account exec- 
utive, reports the first response 
has been “most gratifying” and 
that a second test area will be 
opened shortly. In the first trial, 
the company maintained a steady 
check of repeat sales plus a tele- 
phone survey of consumer reac- 
tions to the brand. 

Columbia Tobacco also manu- 
factures and distributes Fryers 
and Allen’s Pibroch, imported 
smoking tobaccos. Its new prod- 
uct, Du Maurier, has been sold 
abroad for 20 years. 

D. A. Walter Davies, formerly 
vice-president of the Webster To- 
bacco Co. here, is the company’s 
new sales manager. 


TESTS PRE-SET, NEW 
HOME PERMANENT KIT 


Los ANGELES—Pre-set, a new 
home permanent selling for $1, is 
being tested in Seattle by Studio 
Cosmetics, a division of Howe- 
Lewis, Inc., using radio spots and 


cooperative newspaper advertis- 
ing. 

Quarter-page co-op newspaper 
insertions in the Post-Intelligencer 
and Times, beginning Aug. 14, 
told readers how to “enjoy glorious 
curls in a half hour or less and 
save 100 tedious minutes.” 

Radio spots were initiated the 
following day. Pre-set is billed 
as having a self-setting action, a 
time gage calculated according 
to hair texture, and a quart of 
neutralizer. 

Company plans call for market- 
by-market introduction of the 
product, with the next city prob- 
ably in the East. After national 
distribution has been obtained, 
women’s magazines will be used. 

W. B. Geissinger & Co. is the 
agency for Howe-Lewis, which 
formerly made Magi-curl, a hair 
waving capsule. 


TWO COMPANIES PUSH 
‘TOAST AND COFFEE’ 


EVANSVILLE, IND.—‘“Toast and 
Coffee, the Great American Break- 
fast,” will get a joint promotional 
push under auspices of two Evans- 
ville companies, Lincoln Baking 
Co., baker of Sunbeam bread, and 
Parker Coffee Co., blender of 
Parker House coffee. 

The two companies plan to use 
50 newspapers and 18 radio sta- 
tions in the tri-state area of south- 
eastern Illinois, north central Ken- 
tucky and southwestern Indiana, 
and point-of-sale material also 
will be tied in with the “Toast and 
Coffee” theme. 

Each company will use its nor- 
mal amount of advertising space 
and time to promote both brands, 
officials said, and salesmen of both 
companies are being schooled in 
how to win full dealer cooperation 
in displaying the combined brands 
and using other point-of-sale 
pieces. 


The Salt Lake Deseret News goes into the homes of 


87,000 families in the greater Salt Lake market 
which includes all of Utah, and 20 counties in south- 
ern Idaho, western Wyoming, western Colorado and 
eastern Nevada. The Deseret News is read by 33.8% 
of all families in that area, where total retail food 
sales last year were $186,059,000.* Deseret News 
families accounted for 33.8°¢ of the purchases, or 
$62,887,942 — more than $1,200,000 a week! 


"Sonne: Sales 


Management 1949 Survey of Buying Power 


Are you getting your share of this 


substantial 


food sales volume? 


THE DESERET NEWS 


Salt Lake City, Utah 


National Representative: Cresmer & Woodward, Inc. 
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FTC Demands Toni 
Modify “Which Twin’ 
Advertising Theme 


WASHINGTON—The Federal Trade 
Commission took the position 
Thursday that it isn’t fair to expect 
the public to know which twin 
has the Toni, when both twins 
have a coiffure arranged by a pro- 
fessional hair stylist. 

The commission said the Toni 
Co., Chicago, will modify future 
“which twin has the Toni?” ads to 


‘| avoid the implication that the Toni 


coiffure was done by the pur- 
chaser herself or by an amateur, 
if in fact it is arranged by a pro- 
fessional hair dresser. 

The commission was particularly 
annoyed by text content of Toni 
ads which say one twin had a $15 
professional treatment, the other 
a $2 home wave. The commission 
said the basis of comparison is 
unfair since $15 is the price of 
the beauty shop wave and coiffure 
combined. 


The action against Toni was 
FTC’s second involving home 
waves within a week. The com- 
mission is requiring Rival Prod- 
ucts, Chattanooga, to use the 
phrase “safe when used according 
to directions” in place of the word 
“safe” in its ads for U-Wave-It 
home cold permanent wave kit. 


Keedoozle’s Gone; 
It's Zizz-Buzz Now 


MempPpuHiIs—The Keedoozle is a 
dead duck but, brother, watch out 
for the Zizz-Buzz. 

The ultra-modern Keedoozle 
store opened by Clarence Saund- 
ers here last fall is a merchandis- 
ing flop, the one-time Piggly Wig- 
gly chain operator admitted last 
week. The name and mechanized 
sales technique, however, may still 
be carried on in other cities by 
franchised Keedoozlers, he added. 

For himself, Mr. Saunders plans 
to supplant the Memphis Kee- 
doozle (with its keys, conveyor 
belt and automatic bill totaling) 
with a new Zizz-Buzz store in 
which the customer merely pushes 
a button to get her groceries. 

The Keedoozle, opened with a 
rush of shoppers last fall (AA 
Sept. 6, 48), shut its doors July 
15 in a move described then as 
only temporary. 

The Keedoozle (“the key does 
all’) failed, Mr. Saunders said, 
because it was too far ahead of 
public thinking, “too much for 
the average mind to comprehend.” 
His push-button grocery will be 
operated on the same site. 


Schedules Compact Drive 


The Wadsworth division of Par- 
ker Pen Co., Toronto, maker of 
Wadsworth compacts in Canada 
will launch a campaign starting in 
October and continuing for the re- 
mainder of the year in such publi- 


1} cations as Canadian Homes & Gar- 


dens, Maclean’s, Mayfair, La Revue 
Populaire Saturday Night and 
Time Canad‘an. In December full- 
page four-color ads will appear in 
the rotogravure sections of the 
Sunday La Patrie, Montreal Stand- 
ard and Toronto Star Weekly. 
Window and counter displays and 
dealer-in ads are planned. Walsh 


Advertising Co., Toronto, is the 
agency. 
Gets Canned Meat Account 


Silver Skillet Brands, Inc., Chi- 
cago, has named the Chicago office 
of W. Earl Bothwell, Inc., to han- 
dle the advertising of its line of 
canned meat products. Plans call 
for a market-by-market newspaper 
drive. 


Requa Names Sumner Agency 


Requa Mfg. Co., Brooklyn, N. 
Y., maker of charcoal) tablets and 
Charo, a refrigerant, has placed its 
advertising with G. Lynn Sumner 
Co., New York. For the past year 
the company has placed its adver- 
tising direct. 


Plans Book on Oz Cooper 


The Society of Typographic Arts, 
Chicago, has announced publica- 
tion of “The Book of Oz Cooper,” 
which will be out this fall. The 
book, which contains examples of 
Mr. Cooper's art in lettering, type 
designing, his correspondence and 
various other writings, will be 
available at $7.50 a copy or in 
quantities of 24 or more at $5 each. 


WMGM Appoints Lebhar 


Bertram Lebhar Jr. has been 
named director of WMGM, New 
York, replacing Herbert L. Pettey, 
who resigned after 13 years to be- 
come president of Parx Products, 
New York. Mr. Lebhar will con- 
tinue as director of sales for the 
station, a position he has held for 
ten years. 
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in every 
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MORE PEOPLE 


Listen More 


to 


WISE 


Morning Afternoon Evening 
Periods 


AM 610 KC 


N FM 93.7 MC 


Entire 
Survey 


Periods Periods 


Distribution of Listening Homes Among Birmingham, Ala., Stations: 


WSGN 33.5% 27.4% 28.3% 29.2% 
A 28.3 20.3 27.8 25.4 
B 13.4 24.8 28.7 24.0 
ce 4.2 5.9 6 3.1 
D 3.7 6.4 4.8 5.1 
Ee 9.7 8.4 1.2 5.5 
Other Stations 7.2 6.8 8.6 7.7 


**Indicates Daytime Only 


Survey Periods: 


’ 
o 


Monday through Saturday 7:00 A.M. to 11:00 P.M. 


Sunday 12:00 M to 11:00 P.M. 


NATIONAL REPRESENTATIVE: HEADLEY-REED 


*ConJan Radio Report May 1-7, 1949. 


CHICAGO 7, 


Dead Lines 


W. are familiar with your problems in meeting that 
**dead line”’ and have the facilities to give you service 


plus quality in producing your color process plates. 
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‘Agency Man X’ 
Takes Off Mask; 
It's Walter Weir 


(Continued from Page 1) 
able. One agency man answered 
it by telling me he had come up 
in the retail field, where he had to 
produce results the following day, 
and as a result knew ‘by the seat 
of the pants’ the kind of adver- 
tising that would or would not 
build sales. I appreciated the man’s 
sincerity and faith in his own 
judgment, but since millions of 
dollars were at stake, I wanted 
more positive assurance than this.” 

How many agencies answered 
the question satisfactorily?, AA 
then asked. “Only two,” said Mr. 
Weir. Then AA asked how he had 
decided the question had been an- 
swered satisfactorily. “On the basis 
of my own experience with such 
techniques,” said Mr. Weir, “both 
in my own agency and at Kenyon 
& Eckhardt.” 


ws How did he find the experience 
disillusioning? “On the basis that 
most agencies give the impression 
of being so hungry for business 
they’d let you sleep with their 
mother if that was a prerequisite. 


{ Selling to Young Men? ) 


FOR WHERE IT COUNTS THE MOST! 
The Magazine Giving You 


an ALL MALE Market! 


D SIXTH ST. NW. W., WASHINGTON 1, D. C 


I don’t think they intend to give 
this impression, but they do. And 
please make it clear that this is 
my own impression—based on the 
fact that I think advertising is not 
only a pretty exact but an ex- 
tremely essential profession and 
that it has, if anything, more to 
offer the average advertiser than 
he has to offer it. 

“Because I so firmly believe that 
advertising does not now enjoy 
the stature it deserves, we’ve even 
stopped announcing the acquisi- 
tion of new business at our agen- 
cy. Why should we announce it? 
Do doctors announce the acqui- 
sition of new patients, or lawyers 
of new clients? You people have 
announced two of our new ac- 
counts this year, but only be- 
cause you found out about them. 
The announcement appeared no- 
where else.” 

That, said AA, was the object 
of a news-gathering publication— 
and why AA was now seeking the 
present story. “I see entirely your 
side of the picture,” said Mr. Weir, 
“and I read ADVERTISING AGE my- 
self every week for this verx rea- 
son. I simply have a_ personal 
disinclination to see the business 
conducted as if it were a three- 
ring circus. And I like three-ring 
circuses.” 


e How, asked AA, did he find 
the experience embarrassing? “Be- 
cause I necessarily had to sit in 
judgment on fellow agency men— 
with some of whom I enjoy a deep 
friendship and for all of whom I 
have the profoundest sympathy. 
For I know myself that what 
makes this business so hectic and 
heartbreaking is that advertisers 
themselves do not always know 
not only how to select an agency 
but how to use it once they’ve se- 
lected it. 

“IT have said more than once 
that when opportunism creeps into 
this business, it’s largely because 
advertisers allow it to creep in— 
by awarding a large and profitable 
slice of business for reasons other 
than the agency’s ability to de- 
liver the goods. It’s as if you 
picked an automobile because a 
brother-in-law of yours sold it— 
only when you pick an agency 


| you’re doing something that can 
|affect your profit and loss. 


‘a “I don’t think any agency that 


solicited the business in question 


: eure Your —_. 
WITH _Zrtizaoft’ SIGNS 


LEONARD 
APPLIANCES ~ 


DEALER'S NAME 


—— PAINTS SS 


This point-of-sale advertising 
makes your other advertising 5 
E> times more effective.* * 


Artkraft* signs are 999/ 1000 per- 
fect* *—truly Signs of Long Life. 


WZ 


APPLIANCES 


DEALER S PANEL 


Antkraft’ SIGN COMPANY 


LONG Division of Artkraft* Manufacturing Corp., 1133 E. Kibby St., Lima, Ohio 
LIFE Please send, without obligation, details on Artkraft® signs. 


) We are interested in a quantity of ovtdoor dealer neon signs. 
We ore interested in a quantity of Porcel-M-Bos'd store front signs. 
[_] Please send instructions on how to set up a successful dealer sign program. 


7 Si artincenatientinametey — 
FIRM__ 
STREET 
CITY & STATE 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


*Trademark Reg. U.S. Pat. Off. **Proved by actual audited research. 


wouldn’t have stood on its head 
to give us the best service of which 
it was capable. That made it em- 
barrassing, too. For I knew that 
most of the agencies that came 
down wouldn’t get any business 
—simply because there wasn’t 
that much to go around. More- 
over, I have no desire to be con- 
sidered a general obscenity—wh:ch 
I knew a good many of the com- 
peting agencies would undoubtedly 
consider me when I didn’t award 
them the business.” 

Are you still on good terms 
with the agencies that were turned 
down? , AA next asked. “All I can 
say to that,” Weir replied, “is that 
I sincerely hope so.” 

In later issues ADVERTISING AGE 
will cover more specifically some 
of the faults that Mr. Weir feels 
agencies make in soliciting bus- 
iness. 


Smoke Puffs Spell 
Sky Signs Quicker 


Over Manhattan 


New Yorx—Skywriting Corp. of 
America recently introduced a new 
twist in outdoor advertising when 
seven AT-6 planes buzzed Man- 
hattan skies to spell out “Skytyp- 
ing Tests” with puffs of smoke in 
two minutes flat. 

Skytyping differs from the con- 
ventional skywriting process in 
that it requires not one plane, but 
a formation linked together by ra- 
dio and guided by the lead ship. 


The copy pattern is governed by a 
pattern of electric switches in the 
lead plane’s control box, with im- 
pulses transmitted to the rest of 
the formation when the planes are 
in alignment and ready to-“print.” 

Each radio impulse releases a 
shot of an oil-base chemical into 
the planes’ exhausts and the re- 
sulting puffs shape dots in the 
formation of a letter. 


@ Five planes are sufficient to 
handle short copy, but seven are 
needed for average-length mes- 
sages. By forming blocked letters 
rapidly, Skytyping can be more 
clearly read, since most of the mes- 
sage is still sharply defined when 
finished. The first letter of a sky- 
written message often fades be- 
fore the message is completed. 

Skytyping is more expensive at 
present than the single plane op- 
eration, but Sidney S. Pike, presi- 
dent of Skywriting Corp., claims 
that the cost on a national basis 
is comparable to the old system. 
The company is now considering 
the possibility of reproducing 
trademarks in the sky. 

Skywriting Corp. (using the old 
method) has 97% of the skywrit- 
ing market, with Pepsi-Cola Co. 
and I. J. Fox, New York furrier, as 
principal accounts. 


‘TV Forecast’ to Start 
in Boston Sept. 10 


On Sept. 10, TV Forecast, pub- 
lished by Television Forecast, Inc., 
Chicago, will make its appearance 
in Boston and Providence, R. L, 
markets. The new weekly video 
publication will provide daily pro- 
gram schedules for WBZ-TV and 
WNAC-TV, Boston, and WJAR- 
TV, Providence, in addition to 
news on television stars and photos 
of entertainers. Offices will be 
located at 137 Newbury St., Boston 
16. 

This marks another step in the 
consolidation of video program 
publications in the East-West mar- 
kets. The new Boston publication 
will offer a six-city package to 
advertisers, including Chicago, 
New York, Baltimore, Washington, 
D. C., and Philadelphia. 


Potency of the pay-as-you-go 
meter in selling appliances was 
demonstrated in South Bend when 
Nash-Kelvinator ran a test in co- 
operation with the Grand Leader, 
South Bend department store. 

The first ad in the South Bend 
Tribune brought 38 telephone in- 
quiries, and 22 Kelvinator refrig- 
erators were sold the first day. 
Sales for the first week totaled 
nearly 500 refrigerators, of which 
284 were delivered. The following 
week, when home freezers were 
offered on the meter plan, 60 were 
sold. 


John Morrell & Co., Ottumwa, 
Ia., meat packer, may disclose soon 
whether it has selected a new 
agency or will continue its long 
association with Henri, Hurst & 
McDonald, Chicago. Morrell exec- 
utives have listened to solicita- 
tions by an impressive number of 
hopefuls, but have “no announce- 
ment to make now,” said George 
A. Morrell, vice-president and 
treasurer. Henri, Hurst—as_ the 
agency of rank—made no formal 
presentation and is sitting it out. 
However, it has just renewed the 
“Lassie” network show, for Mor- 
rell’s Red Heart dog food, under 
a 39-week contract. 


Walter Hoving, head of Bonwit 
Teller, still isn’t revealing any 
figures on how many charge ac- 
counts the new Chicago store se- 
cured in advance of opening via 
that full-page newspaper ad and 
smaller follow-up copy telling 
Chicagoans that “if you have a 
charge account at any Chicago 
store, you can have one at Bon- 
wit’s” (AA, Aug. 15). But he did 
tell AA that “usually a store is 
tickled to get charge accounts at a 
cost of $3 or $4 each, and we’re 
much happier than that!” 


Australian business men, includ- 
ing advertising agencies, are look- 
ing with concern at the shrinking 
commodity flow between sterling 
and dollar countries, particularly 
because labor and material short- 
ages in Australia have channeled 
production into the narrowest lim- 


its for decades, and the variet 
of available U. S. goods make 
many mouths water. 

Frank Goldberg of Goldberg Ad be 
vertising, Australia’s largest agen 
cy, reports a typical example o' 
reorientation of agency thinking 
He has brought London adma: 
Harold Roots to Sydney to sen 
back special advice to U. K. busi 
ness men proposing to establis! 
businesses in Australia, and ha; 


sent Arthur Pettet to London to § }, 
sing Australian trade praises there. in 
ee 2« @ ? 
Concerned about the fact that a 
agencies have to fill out different ti 
forms every six months for six st 
or seven different organizations W 
which extend recognition, Ira Ci 
Rubel, Chicago accountant who W 
specializes in advertising agency ce 
work, has prepared a single form § si 
which he hopes will be adopted by 
recognizing bodies. The form is § » 
now being circulated for comment § w 
and criticism. of 
6 @''% be 
pl 
Official announcement of a § p! 
merger between Hill Blackett & § fi 
Co. and another Chicago agency § p« 
may be made within the next § te 


two weeks. Negotiations between 
Blackett and one or more local 
agencies have been in progress 
for several weeks, but final de- 
tails still must be worked out. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America's 
leading advertisers for over a decade. 


NOTE: We now have facts compiled by the 
" Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made, Write now 
for this free Information, 


FAITHORN is the ONLY concern in Chicago 
that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. * 


oe 


Which for You? 


Go o*6 jigsaw-puzzie 
J Lt 24 7 ene 


Jigsaw-puzzle advertising production takes countless 
extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It's never easy to 
effectively fit together separate pieces from different 
sources .. . When you use Faithorn 3-in-l service, you 
get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 
ing and Printing. Write—or telephone WHitehall 4-2300. 


_ SPECIALISTS IN COLOR PROCESS PLATE 


ie FAITHORN 


CORPORATION 
400 North Rush Street - Chicago 
Telephone WHitehall 4-2300 
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ABC Court Test 
of Giveaway Ban 
Starts this Week 


(Continued from Page 1) 
cases in other fields...and by the 
fact that the legality of these pro- 
grams has never heretofore been 
questioned by any government 
agency. 

“Not only do the rules go far 
beyond the federal statutes relat- 
ing to lotteries and gift enterprises, 
but the authority and jurisdiction 
of the commission to impose an 
absolute prohibition upon a par- 
ticular type of program is open to 
serious question under the law 
which contemplates that broad- 
casters themselves shall determine 
what programs will be broadcast, 
consistent with the needs and de- 
sires of listeners.” 


s Mutual Broadcasting System, 
whose audience participation shows 
offer their wares to studio listeners 
and do not make use of the tele- 
phone, does not believe any of its 
programs fall within the FCC de- 
finition of lottery and is not ex- 
pected to take part in the court 
tests. 

At press time National Broad- 
casting Co., which has a heavy in- 
vestment in “Hollywood Calling,” 
was maintaining a policy of strict 
silence on the subject. Besides 
“Hollywood Calling,” 30 minutes of 
which is to be sponsored by Gruen 
Watch Co. starting early next 
month, NBC will carry Bristol- 
Myers’ “Break the Bank,” now an 
ABC program, this fall. 

Best indications of what types 
of radio-TV programs fall within 
the scope of the FCC rule came 
from James Lawrence Fly, former 
FCC commissioner. He told AA he 
feels the commission intends to 
quiet only those programs whose 
“attraction to the audience is based 
on the gambling instinct” and not 
quiz shows with studio contestants. 


a Contests of the I-like-such-and- 
sucn-soap because-—which are 
judged on the basis of merit and 
not chance—will not be affected, 
Mr. Fly beitieves. Nor will premium 
otters. 

He suggested that such give- 
aways as Ralph Edwards’ Hush 
promotions—teiephone calls to 
usteners chosen because of out- 
Standing letters written in—might 
be theoretically legal, unlike tele- 
phone gimmick shows which 
choose their lucky names at ran- 
dom from phone listings. 

George Link Jr., legal counsel 
for the American Association of 
Advertising Agencies, pointed out 
that network radio shows are pre- 
bared by experts who take great 
. re to avoid conflict with the 
aw. 


® ‘If in the opinion of the Attor- 
ney General and the Department 
0: Justice, which has the job of 
€! orcing the lottery laws, radio 
&l eaways are a violation, one 
wuld have expected action long 
ag). An open and notorious viola- 
1 of the law is not usually per- 
m ted to continue for years,” he 
Sa d, 

he opinion that most of the 
Pp! ze programs now on the air 
\ uld not be classitied as lotteries 
b the courts—as the courts have 
© ‘ined lotteries in the past—was 
‘ iced by an outstanding adver- 
ting attorney. 

He added that there is a serious 
4 estion whether the validity of 
a ruling promulgated by a minor- 
‘' will stand up in a court test. 
A» cited a recent Supreme Court 
¢ se in which a minority of a con- 
& essional committee cited a wit- 
Q-ss for contempt of Congress. The 


sie f bass . 


GOOD NEWS! IT'S HERE! 


THE EVENT WITH MIME MOMTHTS 


OF UPPER HUMAN EFFORT SEED IY 
AMD YEARS OF BLESSING AMD HAP 


FAY ANN ISAACS | 


ARRIVED IN DETROIT FOR FIRST PRESENTATION 
SUNDAY. AUGUST 14 1949 7PM CRACE HOSPITAL 


SEE 11 FOR THE FIRST Tmt ANYWHERE 
16221 APPOLINE 


i 


or 
5 


ae Bi 


NEW PRODUCT—Ruben Isaacs of Ruben 

Advertising Agency, Detroit, which has 

a department specializing in retail cir- 

culars, turned out this full newspaper 

page size special-event job, printed in 

black and red, to announce the arrival 
of his first child. 


case was appealed to the Supreme 
Court, which threw it out because 
the initial decision had been made 
without quorum. 

Legal ramifications of the rul- 
ing for advertisers are under con- 
sideration by the Association of 
National Advertisers, which as 
asked Isaac W. Digges, ANA coun- 
sel, for an opinion. 


AFA HEAD PROTESTS 
‘UNWISE’ FCC RULING 

New YorK—The chairman of 
the Advertising Federation of 
America, George S. McMillan, 
vice-president of Bristol-Myers 
Co., last week ripped the FCC ac- 
tion in banning giveaways as “un- 
wise and unwarranted.” 

Mr. McMillan said he doubted 
that Congress intended to give 
FCC powers to “censor programs 
and advertising,” and declared that 
the freedom of the American peo- 
ple to “listen to what we like and 
tune out what we don’t like” is 
precious. 

“TI cannot believe it is the temper 
of the public to turn over to three 
men or to seven men the judgment 
as to what we should or should 
not listen to,” he declared, adding 
that “the AFA is not concerned 
here with the question as to 
whether the so-called giveaway 
programs are effective or not. It 
does, however, deplore the at- 
tempt by a government bureau to 
set itself up as a censor of pro- 
grams and advertising.” 


w He called this action “a step 
toward the totalitarianism so ab- 
horrent to a free people.” 

He said that if FCC can rule out 
giveaways it can “by the same 
token, rule out comedy, musical, 
or—most importantly—news pro- 
grams. That is a lot of power to 
give to seven people who are not 
even responsible to the voters for 
their jobs.” 

“If the lottery laws are broken— 
and we doubt very seriously if 
they are—it is the duty of the 
Department of Justice to take 
whatever steps are necessary un- 
der the law. It is not the job of 
" 

MeMillan said he hoped FCC 
would reconsider its action. If not, 
“it would seem at least only fair 
to postpone the effective date un- 
til the industry involved has op- 
portunity to settle the matter in 
the courts.” 


CONGRESS ‘ON FENCE’ 
IN GIVEAWAY SQUABBLE 


WASHINGTON—Most members of 
Congress are watching and wait- 
ing before taking a stand on the 
efforts of the Federal Communica- 
tions Commission to ban radio’s 
giveaways. 

Rep. Richard Wigglesworth (R., 
Mass.) said the ruling was an ef- 
fort to control what people shall 
hear. 

But Sen. Edwin C. Johnson (D., 


Last Minute News Flashes 


Booth Fisheries Appoints Gordon Best Co. 


Cuicaco—Booth Fisheries Corp., marketer of fresh and frozen fish 
and seafoods and frozen fruits and vegetables, has appointed Gordon 
Best Co. to direct its account. No decision has been made on the budget 
or details of its forthcoming ad campaign. 


Thomas Joins Hazard as Plans Board Head 

New YorK—Rupert Thomas, formerly vice-president of Walter 
Weir Inc., has joined Hazard Advertising Co. as chairman of the 
plans board. He was a vice-president of G. M. Basford Co. for 12 


years prior to 1947. 


B. V. D. Corp. Appoints Doyle, Dane & Bernbach 


New YorkK—B. V. D. Corp., formerly handled by Grey Advertising 
Agency, has named Doyle, Dane & Bernbach as its agency, effective 
Sept. 1. DDB won the account in a contest involving 15 agencies. 


Chicago Admen Rescued by Park District 


Cuicaco—Half a hundred Chicago advertising men, on an Outdoor 
Life excursion from the Wrigley Bldg. dock to the Edgewater Beach 


Hotel, were rescued without loss of 


life or limb Friday noon when their 


boat struck a sand bar off the hotel dock. Park District boatmen dis- 


embarked the passengers in small 
After lunch at the hotel, some of 


boats and with exceptional finesse. 
the party returned to the city via 


land transportation, but more than half went back to the boat. 


Bosco Switches to Orr: Other Late News 


Bosco Co., New York, has named Robert W. Orr & Associates to 
handle advertising of Bosco, chocolate milk amplifier. McCann-Erick- 


son formerly handled the account 
Bradford, publishers of Southern 
American Carbonator and Bottler 


... Haynes McFadden and his son, 
Banker, Atlanta, have bought the 
and Laundryman’s-Cleaner’s Guide 


from Loyless Publishing Co... Lamont, Corliss & Co. will expand its 
newspaper campaign for Nestle’s Quik, chocolate milk mix, to include 
eight or ten cities in New England next month. The test campaign, 
started eight months ago, has been running in New York dailies... 
Vanta Laboratories, Waltham, Mass., is introducing its Vanta Nionic 
shampoo for children (“No eye sting, stops shampoo struggle’) na- 


tionally following a Boston test, 
radio and newspapers...F. & M. 


and plans to use magazines, spot 
Schaefer Brewing Cc., New York, 


will break (through BBDO) a mid-September campaign promoting a 
new pale dry beer. Page ads in newspapers, subway cards, radio, tele- 


vision and outdoor will be used.. 


. Tom Clark, formerly Chicago dis- 


trict manager of Science Illustrated, has joined the Chicago sales staff 


of Redbook... William R. Butler, 


head of financial and automotive 


advertising on the New York Herald Tribune, has been given the 


added responsibility of national advertising manager. 


He succeeds 


Daniel E. Provost, resigned... Robert H. Lampee, formerly promo- 
tion manager of Federated Publications (Grand Rapids Herald, Lansing 
State Journal and Battle Creek Enquirer & News) joins the Pittsburgh 
Post-Gazette Sept. 6 as promotion manager... National Broadcasting 
Co. acquired two shows from other networks: Association of American 
Railroads’ “Railroad Hour” (Benton & Bowles) switches Oct. 3 from 
ABC, and Old Gold’s “Amateur Hour” (Lennen & Mitchell) moves 


from DuMont to NBC-TV Oct. 4.. 


. Northam Warren Corp., Stamford, 


Conn., is expected to pick a new agency this week to replace Young 
& Rubicam for Cutex manicure products and Odorono...Crosley Di- 
vision, Avco Mfg. Corp., Cincinnati, through Benton & Bowles, will 
sponsor two network TV shows this fall—‘Who Said That?” (NBC) 


and “This Is Broadway” 


(CBS). 


Colo.), chairman of the interstate 
and foreign commerce committee, 
praised “the courageous action” 
of the commission “in calling a 
halt on the insane giveaway fad.” 

“Only the advertiser gets some- 
thing for nothing out of these 
medicine men radio shows,” he 
told the Senate. 

Johnson, whose committee han- 
dles radio legislation, commented 
that “radio licenses were not 
granted to cultivate and appeal to 
low emotions. 

“Pyramid clubs, giveaway pro- 
grams and lotteries may have 
strong appeal, but it is not an ap- 
peal worthy of our greatest en- 
tertainer and instructor—radio.” 


Senate Group Okays 
Carson for FTC 


WASHINGTON—The Senate inter- 
state and foreign commerce com- 
mittee voted 8-4 Tuesday to ap- 
prove the nomination of John Car- 
son for a Federal Trade Commis- 
sion vacancy. 

For the past four months, the 
nomination had been bottled up 
by committee members who con- 
tended that Mr. Carson was “hos- 
tile” to private business. 

His approval by the Senate for 
three remaining years of a term 
vacated by former Commissioner 
Robert Freer is virtually certain. 


Adams Named Ad Director 
of Indianapolis Dailies 
Stanley S. 


director of the Indianapolis Star|“Break the Bank” 


since 1945, has been appointed ad- 


Newspapers, Inc., and will head 
advertising sales and service for 
both the Star and News. 

Other advancements announced 
in connection with the move to 
combine ad staffs of both papers 
include: John W. Marlowe, assist- 
ant ad director of the Star, will 
retain the same position for both 
dailies; Ernest F. Emmel will be 
retail advertising manager, and 
Charles Murtaugh classified man- 
ager. Paul Grimes is general ad- 
vertising manager of Indianapolis 
Newspapers. 


Four A’s Sets Dates for 
Four Regional Meetings 


The American Association of 
Advertising Agencies last week 
announced plans for four fall 
regional meetings. The _ sessions 
will include: 

Eastern Council, Oct. 4-5, Hotel 
Roosevelt, New York, with Ray 
Vir Den, Lennen & Mitchell, as 
chairman; Central Council, Oct. 
14, Drake Hotel, Chicago, with 
Earle Ludgin, Earle Ludgin & Co., 
chairman; Pacific Council, Oct. 
16-18, Arrowhead Hot Springs Ho- 
tel, San Bernardino, with C. Burt 
Oliver, Foote, Cone & Belding, 
chairman; and Michigan Council, 
Nov. 3, Hotel Statler, Detroit, 
Ralph L. Wolfe, Wolfe-Jickling- 
Conkey, chairman. 


Hooper Lists Top TV Shows 


Television’s top five in the na- | 
tion in July, according to C. E. 


Hooper, Inc., New York, were: 
| Buick’s “Fireball Fun for All” 
| (NBC), 46.2; “Philco Playhouse” | 


| (NBC), 36.9; “Bigelow-Sanford | 


Adams, advertising| Show” (NBC), 33.8; Bristol-Myers’ 


(ABC), 29.6; | 
and Chesterfield’s 


vertising director of Indianapolis| His Friends” (CBS), 29.0. 


Lever Starts Hunt 
for ‘Beautiful Doll,’ 
With Lots of Help 


New YorK—Lever Bros. Co., J. 
Walter Thompson Co., Columbia 
Broadcasting System and 20th 
Century-Fox Film Corp. are pool- 
ing their talents for the 15th an- 
niversary celebration of “Lux Ra- 
dio Theater.” 

The activity will center around 
a nationwide search for the most 
beautiful girl whose birthday coin- 
cides with that of the hour-long 
dramatic show. 

CBS affiliates started plugging 
the preliminary contests with an- 
nouncements last week. Contest- 
ants were asked to mail photo- 
graphs by Sept. 12. From these a 
local panel of judges will select 
six finalists. 

Lever’s phase of the promotion 
breaks Oct. 17 with 1,500-line ad- 
vertisements in 149 cities, an- 
nouncing the national contest. An- 
nouncement also will be made on 
“Lux Theater” that night. Listen- 
ers and readers will be asked to 
forward their votes, on Lux soap 
wrappers, to their local CBS sta- 
tions. 


ms Meanwhile, grocery, drug and 
department stores will be fur- 
nished with drop-in ads, blow-ups, 
banners, posters and other dis- 
play aids—all designed to help 
get out the vote. 

Each station’s candidate for the 
title of “Most Beautiful 15-year- 
old” will be announced locally Nov. 
21 with special cut-ins on “Lux 
Theater.” Local winners and fi- 
nalists will receive prizes. 

Tying in for promotion on the 
new movie, “O, You Beautiful 


Doll,” 20th Century-Fox will 
screen test the national winner, 
who will be the guest of June 
Haver during a 10-day, all-ex- 


pense trip to Hollywood. 

The national winner—to be an- 
nounced Dec. 5 on the Lux broad- 
cast—will be chosen from photo- 
graphs of local first-placers by 
20th Century stars and casting di- 
rector. In addition to the trip to 
Hollywood, the “Most Beautiful 
15-year-old” will receive a Co- 
lumbia television test, a wardrobe 
by Cole of California and an in- 
vitation to make a personal ap- 
pearance on “Lux Theater.” 


‘Farm & Ranch’, ‘Southern 
Agricuiturist' to Merge 

Effective Jan. 1, 1950, Farm & 
Ranch, Dallas, will merge with 
Southern Agriculturist, Nashville, 
renn. 

The new page rate for the com- 
bined publications will be $4,100, 
with a guaranteed circulation of 
1,275,000. There will be two edi- 
tions, the western and eastern. 
Optional advertising rates will be 
available for space in either edi- 
tion. 


A. C. Nielsen Jr. Promoted 
by A. C. Nielsen Co. 


Arthur C. Nielsen Jr. has been 
appointed assistant to the president 
ot A. C. Nielsen Co., Chicago, of 
which his father, A. C. Nielsen, is 
president. Mr. Nielsen Jr. also is 
a director of the British subsidiary 
and is vice-president and director 
of recently launched Australian 
business. He has served with the 
company for a number of years. 

Martha Von will continue as 
secretary of the company and as 
assistant to the president. 


Devoe & Raynolds to JWT 


Devoe & Raynolds Co., New 
York, paint manufacturer, will 
switch trom Charles W. Hoyt Co., 
New York, to J. Walter Thompson 
Co., New York, Dec. 1. The change 
will include the following subsidi- 
ary divisions: Wadsworth, How- 
land Co., Boston; Peaslee-Gaul- 
bert Paint & Varnish Co., Louis- 
ville; Truscon Laboratories, De- 


“Godfrey and|troit; and Beckwith-Chandler Co., 
Newark. 
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Promotes Holy Year Flight 


Trans World Airlines in mid- 
September will launch a campaign 
in 11 Catholic newspapers coast- 
to-coast to promote the “conven- 
ience and frequency” of the air- 
line’s schedules to overseas points 
for the Holy Year of 1950. 


Agency Changes Name 


Decora, Inc., Chicago agency, has 
changed its name to John H. 
Sampson Co. 


* LOST AND FOUND ° 


Found, a large, rich, city and form 
audience that answers to call letters 

@ KIOA. Will turn it over to any alert @ 
advertiser that contacts a Pau! Raymer 

e representative and describes specific e 
needs. As Des Moines’ only 10,000* 
watt station, KIOA will serve you well 

@ in lowa's abundant market. Coverage © 
maps, availabilities and schedules ore 
yours for the asking. 


*10,000 Watts day, 5,000 Watts night 


Co-op Ad Data 
on NAB’s Cards 
Aids Time Sales 


Broadcast Ad Bureau 
Lists Products, Split 
on Costs, Media Okayed 


By MAuRINE CHRISTOPHER 


New YorK—Crosley Division, 
Avco Mfg. Corp., carries 75% of 
the cost of dealer cooperative ad- 
vertising for radios. General Elec- 
tric Co. dealers may air co-op spots 
without previous approval by the 
manufacturer, but all other types 
of radio and video advertising must 
be passed on by GE in advance. 
Jayson’s brand name must be 
mentioned at least twice in a ra- 
dio spot if J. Jacobson & Sons 
helps the retailer pay the time bill. 


at Buffalo’s Food Buyers 
.--Use the Courier-Express 


“Food News”... 


devoted to food and food preparation... 
the Courier-Express is the favorite paper of Buffalo housewives. And it's 
also one of the many reasons why food advertisers have increased their 
linage 118% during the last 10 years in Buffalo’s morning and Sunday 


newspaper. 

Remember, your dollar in the 
Courier-Express buys greater impact 
on the families with more money to 


BUY your products. 


cae 


7 days a week with 10 times the editorial space formerly 


all 


is one of the many reasons why 


FOR PRODUCT INDENTIFICATIO! 


Apply trade names, trade 


marks, numbers, 


specifications directly | to Product. 


FOR PRODUCT ADVERTISING _ 
Put sales messages directly on product fer self-teling 


at point-of-sale. Apply to finest surface. 


a 


FOR PRODUCT INSTRUCTIONS 


Apply diegrems end instructions on product for, 
tomer... +07 job instruatinns uring esvombty. 


he SIZE— ANY COLOR — ANY DIE-CUT SHAPE 


Write ier Free iar aad 


_MYSTIK ADHESIVE PRODUCTS 


2639 N. Kildare ° 


Mystik Trade Mark Registered 


Chicago 39, Illinois 


© Offices in Principal Cities 


This is the type of dealer co-op 
data which the Broadcast Adver- 
tising Bureau is sending out regu- 
larly to National Association of 
Broadcasters’ member stations. De- 
signed to furnish new business 
leads, these little cards probably 
explain why radio station salesmen 
are making a bigger play than 
usual for an increased share of the 
cooperative advertising budget. 

Using its list of more than 200 
advertisers with cooperative pro- 
grams as a starter, BAB began 
collecting facts on co-op expendi- 
tures in May. Questionnaires were 
mailed to companies listed in 
BAB’s booklet and to others which 
stations identified as co-op spend- 
ers. Another questionnaire went 
out to a blind sample of 300 man- 
ufacturers. In each instance, ad- 
vertisers were asked to furnish 
basic facts: products covered, type 
of radio expenditure approved, 
division of costs and media ap- 
proved. 


= No attempt has been made to 
compile the returns. Information 
received is put on cards and sent 
immediately to AM, FM and TV 
stations. So far about 60 such cards 
—covering somewhat fewer ad- 
vertisers since separate cards are 
made for AM-FM and TV—have 
been mailed. 

No startling facts have been dis- 
covered, but practically all the in- 
formation collected is of vital im- 
portance to time peddlers and of 
more than passing interest to ad- 
vertisers. 

The normal company-dealer 
split, BAB reports, is 50-50, with 
the manufacturer and distributor 
sometimes sharing one of those 
50%’s between them. Unusual cost 
divisions listed by the bureau: 
General Electric’s automatic blan- 
kets and vacuum cleaners—man- 
ufacturer 75%, dealer 25%; A. O. 
Smith Corp.’s water heaters—man- 
ufacturer 67%, dealer 33%; Gen- 
eral Refrigeration division, Yates- 
American Machine Co.—75% and 
25%; Crosley radios—75% and 
25%. 


s Radio or video programs must, 
in most cases, be approved in ad- 
vance by the company or distrib- 
utor. Some advertisers set up strict 
copy requirements. Servel, Inc., 
which budgets a maximum of $2 
per refrigerator and 50¢ to $2 per 
water heater, asks product men- 
tion by name at least twice every 
30 seconds in selective announce- 
ments. 

Only Columbia records may be 
played on programs in which Co- 
lumbia Records is participating as 
a cooperative sponsor. Columbia 
must be mentioned as many times 
as the participating dealer, and 
mention of competitive brands is 
prohibited. The record maker 
shares talent as well as time costs. 

Radio Corp. of America has a 
share-the-cost budget, covering ra- 
dio, video, movie trailers, slides, 
car cards, newspaper and outdoor, 
for radios, phonographs, video re- 
ceivers and records, according to 
BAB. Factory funds collect at the 
rate of 2.5% on radios and phono- 
graphs, roughly 1.5% on TV sets 
and 1% on records. These funds, 
matched by distributors, are avail- 
able for local rate advertising on a 
50-50 basis. 


s Sinclair Refining Co. has ap- 
proved music, news and_ sports 
shows for inclusion in its coopera- 
tive program, which also makes 
provision for direct mail, news- 
papers, telephone directories and 
painted signs, stations report to 
BAB. 

Deepfreeze Division of Motor 
Products Corp., North Chicago, 
shares the time costs for radio 
programs approved in advance by 
the company’s advertising man- 
ager. Retailers may work together 
on a show. Commercials must be 
devoted exclusively to Deepfreeze. 

Goodall Co., Cincinnati, will 


share time costs only for local 
promotion, of its Sunfrost, Spring- 
weave, Goodall, Palm Beach and 
Palm Spring suits. The manufac- 
turer’s contribution is limited to 
50¢ per suit shipped to dealers on 
all brands except the last two. 


s BAB lists nine Colgate-Palm- 
olive-Peet products for which co- 
op ad funds—based on a percent- 
age of the gross volume—are avail- 
able for use in radio (transcribed 
and live announcements prepared 
by the soap maker’s advertising de- 
partment), newspapers and point 
of sale. 

A. Sanger’s Sons, Baltimore, 
maker of Northcool suits, provides 
radio and TV announcements to 
dealers without cost and shares 
time charges at the rate of 50¢ per 
garment purchased. Phillips-Jones 
Corp., on the other hand, produces 
video commercials for Van Heusen 
shirts complete with dealer identi- 
fication, but does not share the 
time costs. 

General Electric Co.’s coopera- 
tive schedule covers nine products 
and lists radio, TV, local magazines, 
outdoor, car cards, motion picture 
trailers and newspapers. Most of 
the telecasts aired with co-op funds 
are of the home economics type 
which serve as a good showcase for 
GE products. 


ws Newspapers, theater scr2en and 
radio are on the approved list 
of W. P. Fuller & Co. (paints and 
wallpaper), San Francisco, which 
participates to the extent of 2% 
of the dealer’s total yearly pur- 
chases. Standard Oil Co. of Cal- 
ifornia, San Francisco, includes 
radio, direct mail, newspapers and 
“good will building giveaways” on 
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its approved list of media. 

This co-op service, a continuin: 
feature of NAB’s new advertisin 
bureau, is one of the most popula 
BAB projects to date. Reactio 
from member stations, which re 
ceive one copy of the cards fre: 
and additional ones at a nomina 
fee, has been overwhelmingly fa 
vorable. When information fron 
present .sources has been ex 
hausted, the bureau plans to sen 
questionnaires to additional ad- 
vertisers. 


Kraft Joins Robinson 


Larry Kraft, formerly with Dan 
B. Miner Co. as copy chief, has 
joined Elwood J. Robinson Adver- 
tising Agency, Los Angeles, in the 
same capacity. 


A HOME OF YOUR OWN 


Write for details 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, ill. 


DAT RADIO DEM 
SOLDIERS LEFT 
SHO DO BRING KFYR 
IN LOUD AN’ CLEAR 


‘WAY OUT HERE / 


KFYR s coverage IS terrific -- but that’s only 
part of our sales-making impact. KFYR is the 
Number One station ... in the Number One 
agricultural state in the union. North Dakota 
leads ALL other states in increase in per capita 
income since 1940 ... a juicy 356% as against 
the national average of 130%. 


KFYR 


Bismarck, North Dakota 


550 KC 5000 WATTS 
NBC AFFILIATE 
REP. JOHN BLAIR 


HOME & HOBBY KIT 


with interchangeable tools 


Seven (7) different tools for making 
repairs around the home, office, farm 
and avtomobile.. 


. or for model build- 


ing and hobby crafting. Tools are high 


grade alloy steel... 


handles are dur- 


able, bright red plastic. All tools are 


housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent prompily. 


STANDARD PRESSED STEE!t CO. 


JENKINTOWN, PA. Box 10 
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ITS A DEAL—Tek Hughes, Inc., New 

York, is offering dealers a Christmas mer- 

chandising package that includes this 

gift bar, a selection of brush and comb 

sets, broadsides for mailing and repro- 

ductions of famous paintings for customer 
gifts. 


Gold Seal Company 
Will Introduce New 
Product Next Month 


MINNEAPOLIS—Gold Seal Co.’s 
Wood Cream furniture polish, a 
product it hopes will duplicate the 
successful Glass Wax, will be in- 
troduced to consumers on the Gold 
Seal segment of the Arthur God- 
frey show (10:30-10:45 a. m., EST) 
in September. 

Godfrey will push a _ ten-cent 
trial offer to speed introduction of 
Wood Cream in consumers’ homes. 
Listeners will be invited to send 
in a dime for a four-ounce can and 
judge the product for themselves. 

Evidently feeling that the full- 
page editorial style newspaper ad 
which Campbell-Mithun first used 
for Glass Wax has become a bit 
commonplace, the agency this 
time will back the radio intro- 
duction with spreads in the Chi- 
cago Tribune, New York Daily 
News and Philadeiphia Inquirer. 
Newspaper advertising in other 
markets is expected to follow. 


a The new product will be fea- 
tured as the ideal cleanser and 
polish for woodwork, furniture and 
enameled surfaces, including vene- 
tian blinds, refrigerators and 
enameled ranges. 

Copy will stress the dual cleans- 
ing and polishing action, its many 
uses, and the fact that it does not 
leave an oily film to attract dust 
and show fingerprints. 

Wood Cream is manufactured 


National Nielsen-Ratings of Top Radio Shows 


Week of July 17-23, 1949 
All figures copyright by A. C. Nielsen Co. 


Current Previous Homes Current Points 
Rank Rank Program (000) Rating Change 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 2,160 5.5 +0.5 
1 5 Walter Winchell (ABC, Kaiser-Frazer) ............ 4,674 11.9 +3.0 
2 3 Mr. Keen (CBS, Whitehall Pharmacal) ..... .. 4,478 11.4 +0.7 
3 1 Crime Photographer (CBS, Toni division) ..... 4,125 10.5 —0.2 
4 2 Mr. District Attorney (NBC, Bristol-Myers) . 4,007 10.2 —0.5 
5 7 First Nighter (CBS, Campana) ..................3,850 9.8 +12 
6 4 Ble Stery (NOC, Pall Mall) .......cc00.0+0.-..-Bedae 9.5 —10 
7 ll Fat Man (ABC, Norwich Pharmacal) ............3,732 9.5 +15 
8 15 Our Miss Brooks (CBS, Colgate-Paimolive) ........ 3,496 8.9 +16 
9 6 This Is Your F.B.1. (ABC, Equitable Life) ......... 3,496 8.9 +9.2 
10 20 Stop The Music (4th Qtr.) (ABC, P. Lorrillard) .. 3,457 8.8 +2.3 
ll 37 Inner Sanctum (CBS, Bromo Seltzer) .............3,300 8.4 +3.1 
12 19 Horace Heidt (NBC, Philip Morris) .............. 3,260 8.3 +17 
13 29 Break The Bank (ABC, Bristol-Myers) .... ; 3,182 8.1 +2.2 
14 27 Stop The Music (3rd Qtr.) (ABC, Speide') on eae 8.0 +2.0 
15 9 Curtain Time (NBC, Mars Candy) .... Sayer 8.0 —0.3 
16 18 Mr. & Mrs. North (CBS, Colgate) ..... 3,142 8.0 +14 
17 16 Mystery Theater (CBS, Sterling Drug) .. — 7.9 +0.7 
18 39 Call The Police (CBS, Lever Brothers) .... 3,025 7.7 +2.7 
19 25 Adventures of Sam Spade (CBS, Wildroot) ......... 2,985 7.6 +13 
20 12 Mr. Chameleon (CBS, Sterling Drug) ............. 2,946 7.5 —0.5 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) 1,178 3.0 +-0.2 
1 2 Lone Ranger (ABC, General Mills) .............. 2.475 6.3 +9.6 
2 1 Counter-Spy (ABC, Pepsi-Cola) .................. 2,121 5.4 —0.3 
3 3 Supper Club (NBC, Chesterfield) ................. 1,532 3.9 —0.3 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) 1,964 5.0 +0.4 
1 1 Arthur Godfrey (CBS, Liggett & Myers) ........... 3,653 9.3 +11 
2 8 Wendy Warren (CBS, General Foods) ............ 2,985 7.6 +15 
3 3 Right to Happiness (NBC, P&G Ivory) ........... 2,985 7.6 +0.1 
4 4 Arthur Godfrey (CBS, Nabisco) .................. 2,946 7.5 +0.9 
5 18 Aunt Jenny (CBS, Lever Brothers) ...............2,868 7.3 +16 
6 12 ££  & — 3 | ear. 2,868 7.3 +1.3 
7 5 Backstage Wife (NBC, Sterling Drug) ............ 2.789 7.1 +0.5 
8 2 Pepper Young’s Family (NBC, P&G Camay) ........2,789 7.1 —0.8 
9 6 Young Widder Brown (NBC, Sterling) ............ 2,750 7.0 +0.4 
10 19 Arthur Godfrey (CBS, Gold Seal) .... 2,750 7.0 +13 
11 14 GS ee aera 2,750 7.0 +11 
12 22 St ee cc cee vcceccces es 2,750 7.0 +14 
13 10 Ma Perkins (CBS, P&G Oxydol) ................. 2,710 6.9 +0.9 
14 20 When A Girl Marries (NBC, General Foods) ........2,632 6.7 +10 
15 9 Our Gal. Sunday, (CBS. Whitehall) ............... 2,593 6.6 +0.5 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 2,160 5.5 +-0.2 
1 1 Remetreny FURR GEOG) oo oc cic ccccvcvccoscccss 3,103 7.9 —0.4 
2 2 Grand Central Station (CBS, Pillsbury) .......... 2,946 7.9 —0.6 
3 3 Stars Over Hollywood (CBS, Armour) ............. 2,750 7.0 —0.7 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 1,061 2.7 +0.6 
1 1 House of Mystery (MBS, General Foods) .......... 2,868 7.3 +2.5 
2 3 Choraliers (CBS, Longines-Wittnauer) ............ 1,493 3.8 +18 
3 8 Mr. Fix-It (MBS, Greystone Press) .............. 1,453 3.7 +2.2 


by the R. M. Hollingshead Corp., 
Camden, N. J., which also makes 
Glass Wax. Harold Schaefer's Gold 
Seal Co. is located in Bismarck, N. 
D., and Campbell-Mithun’s Minn- 
eapolis office now handles the ac- 
count. It was formerly directed by 
C-M’s Chicago office. 


Appoints Benham Agency 


Associated Plastics Co., manu- 
facturer of a new plastic packag- 
ing called Sparklepax, has placed 
its advertising with Benham Ad- 
vertising, Philadelphia. Trade pub- 
lications and direct mail will be 
used. 


Sharpe Joins Reiman-Conway 

Frank Sharpe has joined the 
sales staff of Reiman-Conway As- 
sociates, New York, photo engrav- 
er. He was formerly in the sales 
department of Quality Photo En- 
graving Co., New York. 


Melamed-Hobbs Moves 

The Minneapolis offices of Me- 
lamed-Hobbs will be moved Sept. 
1 to Suite 1050, Builders Exchange 


Bldg. 


Cal 


marked 


for YOU! 


You'll see dynamic photo blow-ups 
in effective use, and you'll get the 
“inside” 
display medium. 
today — with our compliments. 


Copy Service, Inc. 


STate 2-5977 123 N. WACKER DR., CHICAGO 6 


Glant Print 
eo ae 


facts about this dramatic 
Get YOUR copy 


Radio Listening Off 
4% from Last Year, 
But Up from July 4 


Cuicaco—Although the average 
amount of daily radio listening 
per home was down 4% from last 
year, the Nielsen-Rating report for 
the week of July 17-23 showed 
strong listening gains over the 
July 4 weekend. 

Evening once-a-week shows 
were up 8%; evening two-to-five 
a week shows were up 7%; day- 
time two-to-five a week shows 
were up 9%; Saturday daytimers 
rose 4% over the previous report, 
and Sunday daytimers registered a 
28% gain over listening recorded 
on the previous report. 

Twelve of the top 20 shows were 
mysteries, and the report shows a 
large shifting in rank from the 
previous listing. Five of the top 
evening shows were not in the first 
20 on the last report. Greatest 
gain was made by “Inner Sanc- 
tum,” which moved from 37th to 
llth position. Walter Winchell, in 
moving from fifth to first place, 


scored the second largest point 
gain. 
While the daytime programs 


showed more movement than 


usual, they still are noteworthy 
primarily for their stability. Lar- 
gest gain was made by the “Aunt 
Jenny” show, which moved up 
from 18th place to fifth position. 

For the first time, the Nielsen- 
Rating report carries average rat- 
ing and points change columns 
for each of the program classifica- 
tions. The averages are for all 
programs rated, not just the ones 
in the top 20 or 15 shown on the 
listing. 


Adds Salesmen's Course 


The Graphic Arts Association 
of Illinois, Chicago, has added a 


53 


salesmen’s course to its educa- 
tional program. John B. Mannion, 
advertising manager of Austenal 
Laboratories, Inc., will teach the 
course in “Selling Printing,” which 
will meet on 12 successive Tuesday 
evenings, 6:30-9:30 p.m., begin- 
ning Sept. 20, in the Rand McNally 
Bldg., Chicago. 


Ross Roy Names Skellie 


Ben N. Skellie, a free-lance 
writer, previously with Willard 
Pictures, New York, has been ap- 
pointed script editor and recording 
director of slide film programs 
produced by Ross Roy, Inc., De- 
troit agency. 


The initial run will 


The new Sunday paper will include twen- 
ty-four pages of colored comics, two large 
news sections, a sports section, illustrated | 
society section, Parade, Home Magazine, | 
and a book-length novel. 


Represented nationally by 


KELLY-SMITH COMPANY 


New York Detroit San Francisco 
Chicago Boston Los Angeles 
Philadelphia Atlanta Syracuse 


THE PATRIOT-NEWS COMPANY 


ANNOUNCES 


THAT 


EFFECTIVE SEPTEMBER 18, 1949 
IT WILL BEGIN PUBLISHING 


THE HARRISBURG 


Sunday Patriot-News 


The new Harrisburg Sunday Patriot-News 
will give the citizens of Harrisburg and 
Central Pennsylvania a Sunday newspaper 
of their own for the first time. 


be 150,000 copies. 


Used together as a “package” 
they will put your sales story 
before the largest available 
coverage of marketing, sales, 
merchandising, and advertis- 
ing executives concerned with 
moving goods or selling serv- 
ices to the nation’s industrial 
and consumer markets. Com- 
bination rates make this “pack- 
age” as economical as it is 
complete. 


THE ADVERTISING FIELD 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 


ot GS ET 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING AND 
INDUSTRIAL MARKET DATA BOOK 
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MR. BIG 


He’s a CONSUMER When He’s Reading 
a Consumer Publication 


Above you see MR. BIG in the role of consumer. He’s reading his 
favorite national magazine. He is immersed in a rip-roaring detec- 
tive story or a yarn about a lion hunt or perhaps an article about 
the latest tangle in the political arena. 


If you think you can sell him on buying or pushing your line 
of widgets at this time, you're engaging in wishful thinking. You 
can’t possibly talk sales volume, mark up, trade discounts, store 
wide promotions or profit margins in your consumer advertising. 
Remember, MR. BIG at this time is just another consumer-reader, 
concerned with his hobbies, his family, his home, his social life, his 
health—an ideal atmosphere for consumer advertising. 


The idea that consumer advertising also does the trade job is a 
great advertising fallacy that claims too much for a good thing. 


| YOUR RETAILER 


is 2 different people! 


Pes eee. ee ee 


He’s MINDING HIS BUSINESS When He Reads 
His Specialized HAIRE Trade Publication 


Above you see MR. BIG minding his business. He is a composite of 
40,000 retailer-readers, from coast to coast, studying his specialized 
Haire trade publication. He’s looking for the merchandising know- 
how, the resources, the product information and inspiration that 
determines the success of his store or department. 


Conservatively, this week more than 50,000,000 consumers will 
visit the establishments of this composite Haire retailer-reader. 
That’s close to 10,000,000 a day! To win MR. BIG’s influence on 
this tremendous army of consumers in behalf of your product, you 
must sell him when he’s minding his business. 


In each of 10 different merchandising fields there is a specialized 
Haire Publication —the authority of its industry —that can bring 
your message to your specialized retailers at the time WHEN THEY 
ARE MINDING THEIR BUSINESS! 


For solid distribution—sell MR. BIG—while he is minding his business—in his own special- 
ized Haire trade publication. Send for full data on the Haire Publication of your market. 


More Effective. . . because They’re More Sell-ective . . . HOUSE FURNISHING REVIEW + HOME FURNISHINGS MERCHANDISING 
LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL + CORSET AND UNDERWEAR REVIEW + INFANTS’ AND CHILDREN’S REVIEW 
HANDBAGS & FASHION ACCESSORIES - LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW + COSMETICS AND TOILETRIES 


PUBLISHING COMPANY + 1170 BROADWAY, NEW YORK 1, N. Y. : 
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